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Changing 





That Is What 
the Waller 
Hardware Co. 
of Chicago 
Did When It 
Succeeded in 
Creating a 
Demand for an 
Entire Line 
of Paints and * 
Varnishes 





or a lantern have furnished 

light for many a_ budding 
genius as he made his way to bed, 
“back on the farm.” No doubt he 
envied his city cousins and their 
ability to turn on the gas or the 
electricity. He had just the same 
idea that everybody else has, and that 
is, that every home in the city has 


N N old oil lamp, a tallow candle 





either gas or electricity. So you can 
imagine what a surprise it was to 
find homes right in the old settled 
sections of Chicago that were 
equipped with neither gas nor elec- 
tricity. Incidentally these homes 
have been occupied by the same fam- 
ilies for several generations and the 
story of this section located around 
Fullerton Avenue is exceedingly in- 
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Some Selling 
Suggestions 
from Other 
Hardware 

Firms of the 

Middle West 
That Have 

Proven Worth 

While in 


This Line 


teresting for the newcomer to hear. 

Even thirty and forty years ago 
the residents of Fullerton Avenue 
were considered to be living well out 
in the country in view of the fact 
that this was the brick making center 
of the fast growing city. The sec- 
tion boasted of many brick yards and 
many more clay holes. The people 
who built were in some way connect- 
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This illustration serves to show the way in which the Nicholas Hardware Co., Oak Park, Ilil., arranges its window when con- 
ducting a paint demonstration. 
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Above is a typical paint display of the Waller Hardware Co. of Chicago 
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ed with the making of brick. They 
built small houses to accommodate 
their small families. As the city 
grew and time progressed, additions 
were necessary but the inhabitants 
of this section were frugal people 
and were obliged to do with bare 
necessities, so there was little added 
in the way of improvements. 

These people had nearly all come 
from the same country and they 
brought many of their old ideas with 
them. One of these was a desire to 
paint all of the interiors of the 
houses a pea green color. The 
Waller Hardware Co. has served this 
section for three generations and the 
firm’s sales of 
this one particu- 
lar color of paint 
ran way above all 
the others put to- 
gether. Then the 
brick yards moved 
away and the clay 
holes were filled 
up with buildings 
and apartment 
houses. Many of 
the old residents 
and their families 
remained in the 
old neighborhood, 
however, and still 
bought pea green 
paint, as had been 
their custom in 
the past. 

M. B. Thies 
who now controls 
the destinies of 
the Waller Hard- 
ware Co. grew up 
in the neighbor- 
hood and knows it 
from every angle, 
and he tells how 
slowly the people 
accepted gas and how few wired their 
houses for electricity. Strange to 
say the first house that was piped 
for gas was also the first house to be 
wired for electricity when it came 
into fashion. Knowing the com- 
munity as he did and being an ener- 
getic hardware merchant, he at once 
realized what a good field lay before 
him in paint and varnish sales. He 
has changed his stock as the popula- 
tion of the district changed and 
makes it a point to meet the new 
people and renew the acquaintance of 
the old residents. This is a pretty 
big job for a city merchant, especial- 
ly when he has a representation from 
every South European country in his 
neighborhood. But people use paint 
and they are more progressive than 
they used to be, so he now sells very 
little pea green paint and is the 
largest distributor of one line of var- 


The Barrett Hardware Co., 
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nishes on the north side of Chicago. 
He turns his paint stock at least four 
times a year and keeps his windows 
well lighted and attractively ar- 
ranged. One of his paint windows 
is illustrated and he makes the dis- 
play complete with brushes, sand 
paper, sponges and the many other 
accessories that go with the line. 
Some people may have the opinion 
that a hardware merchant is not 
much of an educator. When you con- 
sider, however, one firm that played 
a very large part in introducing var- 
nish and mixed paints into a neigh- 
borhood that at one time would have 
nothing but pea greeen paint, then 
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Joliet, Iil., 
of the store, as may be seen by this picture 
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we must admit it helped raise the 
standard of living considerably. The 
paint problems of a city merchant 
are different from those of smaller 
places. Paint is used for the same 
things the world over, but it is used 
by different classes of people. For 
instance the house owner buys the 
largest amount of paint in the small 
town while the apartment owner or 
the proprietor of a factory or some 
establishment makes the largest pur- 
chases in the city. The amount of 
sales are just reversed in the city to 
what they are in the country, con- 
sidering the same classes of people. 
Consequently paint problems vary as 
to communities but paint is sold 
everywhere and the hardware mer- 
chant knows who buys it. 

The Nicholas Hardware Co., Oak 
Park, Ill., recently held a paint dem- 
onstration for one week, and the ac- 


believes in featuring its paints in the front 
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companying illustration of their win- 
dow shows how the demonstration 
was advertised from the street. 
Publicity also directed attention to 
the demonstration and the big pla- 
card in the window advised prospec- 
tive users of paint to bring their 
paint problems in for solution free of 
charge. Everything was shown in 
the window that belonged to the line 
and some sample boards of finishes 
gave just the right effect. 

The firm of Burke & Wright, 
at Waukegan, IIl., has a set policy 
that no paint is sold unless the pur- 
pose for which it is to be used is 
stated. The firm’s customers have 
formed the habit 
of coming there 
and asking what 
they had better 
buy instead of in- 
sisting on taking 
home what is 

probably the 
wrong thing for 
their needs. This 
system has cre- 
ated a great 
amount of good 
will which is evi- 
_denced by the re- 
peat orders. 

The third illus- 
tration shows 
how the space 
around the col- 
umns or pillars 
can be utilized for 
paint display. 
This is a picture 
from the Barrett 
Hardware Co., Jo- 
liet, Ill., and this: 
firm states that 
this handy way of 
getting the mer- 
chandise right 
out in front of their customers has 
been very valuable in increasing 
their sales. 

The remaining illustration is of 
the Vonnegut Hardware Co., Indian- 
apolis, Ind., and offers valuable sug- 
gestions to the hardware dealer who 
is interested in paint. This type of 
window is of the suggestive order 
and there is no merchandise dis- 
played. It is unusual in its compo- 
sition and attracts attention because 
it is different. The background is 
well painted and the neatness of the 
entire trim gives the subconscious 
effect of the cleanliness and pleasing 
appearance of a well painted job. 
The small house is bright with its 
new paint and the garage with the 
roadway and automobiles complete 
presents a very pleasing picture. 
Then too there is the board of colors 
and the advertisement which shows 
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No merchandise is shown in this display of the Vonnegut Hardware Co., Indianapolis, Ind., but the freshly painted miniature 
house and garage together with the paint paddles suggest paint to 


the real purpose of the window. 
Miniature electric street lights illu- 
minate the foreground and add to the 
attractiveness of the display. This 
is a simple window to arrange as it 
is an easy matter to secure a few 
toy automobiles and houses. The 
grass can be made of green wall 
paper or green colored saw dust and 
any dealer can put it in with little 
trouble. 

Attractive paint windows help to 
sell paint but the store front should 
also be kept in first class condition. 
The beauty of a good display is often 
marred by a poorly painted, dingy or 
dirty exterior. This is especially 
true of a paint display and a bright, 


clean, well painted front will add life 
to the displays and create an interest 
in paint. 

The hardware merchant who does 
not take the opportunity of pushing 
sales on paints and varnishes this 
season is passing up one of his best 
chances to make some real profit. 
It has been many years since such an 
opportunity has been offered to clean 
up from paint sales. High prices 
kept buyers out of the market and 
the result of the weathering of un- 
painted and bare surfaces has caused 
a large sale of paints and varnishes 
of all descriptions. Farm buildings 
are notoriously in need of paint. The 
mere fact that paint will improve a 


everyone who sees them 

farm building does not appeal to the 
farmer half as much as the fact that 
an unpainted building will not last 
much tonger than ten years while one 
that is kept well painted will give 
good service for a hundred. No one 
ever saves a penny by refusing to 
paint. The longer he delays the more 
money he loses. 

Any live hardware dealer can just 
as well take a nice long trip on the 
extra profits made from paint this 
year, if the line is pushed and the 
dealer has made up his mind to know 
what kind of paint his customers 
need and is determined to sell paint 
for every thing in his community 
that needs it. 


Four of a Kind, Not Much 


By J. N. BAGLEY 


Gage ae the landlord raps upon Biil’s door 
And loudly wails and bleats, 
And drags him from the hay at last 
In time to get his eats. 
He yawns and stretches and saunters out, 
And to him Joe does say, 
“There’s not a thing I’m needin’, Bill,” 
And Bill just goes away. 
He’s a peddler 
And should pay a license. 


When in the morning Jake is raring 
And grabs his grip to hike, 
And down the street he goes a tearing 
To call on Mr. Pike. 
He swings the door and walks right in 
And straightway starts to count, 
And, while Dad Pike is workin’ ’round 
Jake tabs the old amount. 
He’s an ordertaker, 
He’d take anything. 


MM 


When Hank crawls from his cozy nest, 
And straightway feeds his face, 
And passes the flappers out some gum 
And smiles with manly grace. 
Hank then goes out and cranks his bus, 
And stows away his trunk, 
Then all day long he squawks hard times 
Or some other kind of bunk. 
He’s a traveling man, 
He needs the Keeley-Kure. 


When Dick calls on Bill, and Bill complains, 
And says his goods are high, 
Old Dick smiles, talks and cheers him up, 
And looks him in the eye. 
And swings old Bill in line at last 
With the stand that he has taken, 
And then at night he mails his house 
An awful slug of bacon. 
He’s a salesman, 
A damn good salesman. 
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stores 


ANY gallons of printer’s ink 
M have been used for good and 

indifferent purposes since 
Guttenberg died in 1468. At one 
time all the governments of Europe 
controlled newspaper organs. These 
organs represented the easiest and 
cheapest way of communicating 
orders in council, special edicts, 
proclamations and laws to the peo- 
ple. To-day newspapers, trade jour- 
nals and house organs constitute the 
easiest and cheapest way of com- 
municating the temperature of pub- 
lic opinion and the facts of life to 
the government. For the govern- 
ment to-day is the people, although 
many, perhaps, are not always con- 
scious of the fact. 

However, next to human nature 
itself news is the most interesting 
thing in the world. In small com- 
munities news is always intimately 
interesting. Many hardware mer- 
chants, aware of this fact and alive 
to its possibilities, have undertaken 
the work, worry, fun and responsi- 
bility of publishing their own news- 
papers, which has resulted in their 
acquiring publicity, popularity and 
profit as merchants. 

A Good Advertising Medium 


The store newspaper, which is 
sent out by the merchant to all of his 
customers and prospects, is prob- 
ably the best kind of advertising ob- 
tainable. It is one of the most efec- 
tive means of combating mail order 
competition. It is one of the most 
attractive ways by which a merchant 





can individualize his store. If it is 
skillfully made up, it is one of the 
most persuasive salesmen that a 
merchant could possibly send out to 
get business. It is, moreover, con- 
sidering its value, relatively in- 
expensive. 

There are numerous hardware 
merchants who publish their own 


Take a little humorous chatter, 
Miz it with some solid matter, 
Toss it in the printer’s batter, 
Stir it into news. 
Spice of scandal gently grate, 
On the follies of the great, 
Add the wisdom ninnies prate, 
Stir it into news. 
: —C. D. 


store papers. They are continually 
jotting down notes, reading trade 
and newspapers and attending local 
gatherings for copy. In small com- 
munities where the local newspapers 
have small circulations it costs a 
merchant on an average of eight 
cents a person to reach prospective 
customers through newspaper ad- 
vertising. A four-page store paper, 
including paper and printing, would 
cost, in a small town of about 300 
people, approximately $5 or $6 for 
400 copies. Mailing costs would 
bring the total up to about $12. The 
whole thing could probably be done 
in a very small community for $15. 
On the other hand, there is a good 
deal of work connected with it in 
addressing envelopes, preparing copy 





By Charles Downes 


for the printer and correcting proofs. 


Syndicated Store News 


The average merchant is usually 
hampered by lack of time. There is, 
however, a very acceptable substitute 
in the form of a syndicated “Store 
News” which can be secured by re- 
tail merchants at a nominal figure 
from firms specializing in this 
service. 

Probably one of the best known of 
these firms is the Hardware Age 
Service, 239 West Thirty-Ninth 
Street, New York City. It is located 
in the same building but is under 
separate management from this 
publication. This syndicate renders 
a monthly advertising service for 
hardware merchants for a fee of 
$8.34 a month. The letters repro- 
duced with this article bear testi- 
mony to the esteem in which this 
service and the syndicated “Store 
News” are held by hardware dealers 
in different parts of the country. 


An Inexpensive Feature 


It is estimated that the average 
cost to dealers in getting out a store 
paper is $25 a thousand, although in 
many parts of the country it is much 
less. The dealer who subscribes to 
the syndicated “Store News” gets 
for his $8 a dummy copy of the 
paper every month. He also receives 
a monthly bulletin which contains 
copy for both ads and editorial! 
matter with appropriate cuts. From 
this bulletin he can select whatever 
material he wants for his own edition 
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of the “Store News.” He orders the 
material he wants from the syndi- 
cate, which supplies him also with 
blank dummies at a low cost per 
thousand. His only additional ex- 
pense is the printing and mailing. 
Every few months this monthly 
syndicate bulletin contains material 
for special sales, including posters, 
price tickets, as well as the necessary 
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states: “The value of our Store 
News is inestimable. Through its 
use we are able to keep in close touch 
with our patrons, through giving 
them monthly information on our 
merchandise and special sales, there- 
by enabling them to buy intelligently 
and profitably. 

“During the past year we regained 
the business of a great many ac- 


51 


counts that had stopped buying.” 
Other merchants could be quoted 
at length in the same tenor. Ex- 
perience has demonstrated that the 
“Store News” is a merchandising 
and advertising asset of the utmost 
importance to both country and city 
dealers. It is worth investigation 
and trial because of its increasing 
effectiveness as a sales stimulus. 


cuts and copy. 





Interesting Contents 


The contents of these syndicate 
store papers consist of seasonable 
illustrations and sales suggestions, 
cartoons, jokes, short editorials, 
hints to the housewife, the farmer 
and the motorist, and advertising 
copy written by specialists. The 
merchant may, of course, if he so de- 
sires, substitute copy of his own. 
Many use a column for local news, 
which is one of the most attractive 
features for the customers who read 
it. Mr. Burt Paris in his depart- 
ment, “Publicity for the Retailer,” 
has analyzed a number of the ads 
that dealers have inserted in their 
own editions of the “Store News.” 
Mr. Paris’ criticisms have been 
widely read and quoted. 

What a store paper can do in the 
way of building up business may be 
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Hardware Age Service 
239 West 39th St., 
New York City, N. Y. 


Gentlement -- 


Starting three years ago with iseuing of Store News 
Paper, we have found its business building qualities very, 
profitable for us, 


The value of our Store Newe.is inestimable, Through 
ite use, we are able to keep in close touch with our patrons, 
through giving them monthly information on our merchandise 
and special sales we have on, thereby enabling them to buy 
intelligently and profitably, 


During the past year we regained the business of a 
great many accounts that hai stopped buying, 


contact with our customers by the 
increase the results of our aye nowy 
to get the full return for the money 


Through the close 
use of our Store News we 
advertising and are sure 
spent, 

Although 1921 was considered a poor year by some con- 
cerns, Our sales increased and the nunber of people sold was 
greater than that of the previous year, 
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The Big Warenouse 


Ovrosire FR. R. Deror 
Hardware Age Service, 
239 - West 39th St., 
New York City, N. Y. 


Gentlemen; 


We are sanding to yon under separate cover 
&@ copy of special edition of Hardware News, the caption 
under which our advertising runs. We thought that 
perhaps you might be interested in seeing the use to 
which we are putting your service. 


Our advertising department continues to re- 
ceive a great lot of henefit from the Hardware Age 
Service, ant we are sure that it is producing good 
results. 


wr: 
, 
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Yours very truly, 


J. Me Stewart f Co., Inc., 
hyn Gon! 


ALM.C Manager. 





We believe that these facts furnish the most convincing 
arguments that the Store Nows sells and will cooperate with 
you to the extent of proving any olaim we make, 


Very truly yours, 


THE WM. H. POX COMPARTY, 
Wm. Fox Mer. 





Chomas #1. Jours & Sons 
Lumber, Hardware, Paper and Paint Dealers 


Automobile Supplies 


Once and Yard, Corner Noble and Banover Streets, Phour 33-8 
Newypurt Yard Alden Bosd, Phone 305-9 


Nanticoke, Pa., May 19, 


Hardware Age Service, 
New York, %. Y. 


Dear Sirs: 


It is certainly gratifying to know 
that the Store News will have a place in the 
Hardware Age with a write up. 


All of our clerks and office hel 
are groatly interested in the paper although 
Miss H. M. Jonea attends personally to the 
advertising work, 








gleaned also from a statement made 
by H. M. Jones of Thomas P. Jones 
& Sons, Nanticoke, Pa. 

“We are pleased to state,” he 
wrote, “that since our first publica- 
tion of the paper the volume of busi- 
ness in the store has increased about 
75 per cent.” 

William Fox, manager of the Wil- 
liam H. Fox Co., Cincinnati, Ohio, 


That store newspaper service 
amply 
proven by these testimonials 


is worth while is 


to its efficiency written by 
representative hardware mer- 
chants in various sections of 


the East and Middle West 


eed 


We aré also pleased to state that 
since our first publication of the paper the 
volume of buginess in the store has inoreased 

| about seventy-five percent, 


Wishing you unbounded success in 
your work, we remain, 


Yours truly, 
T. P. JONSS & SONS 


N.m. }: 
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Helping the Farmers Combat Insect Pests 


os 


\ Sprayers and Spraying Materials Are 
Be Found in All Hardware Stores 
and Sell Rapidly During This Season 


























An ceacellent example of a well-balanced display of sprays and sprayers 


HIS is the season of the year 
when hardware men and crop 
growers are turning their 
thoughts toward insecticides, fungi- 
cides and spraying devices. 
Personally, we probably feel very 
much like shooting a few more or 
less mild invectives in the general 
direction of all bugs, beetles and fly- 
ing insects whose choice of feeding 
ground seems to be on one of our 
pet rose bushes, our best looking 
shrubbery or on those luxuriant po- 
tato vines which we are daily cher- 
ishing toward that wonderful day of 
the first mess of home-grown tubers. 
Professionally (if we may refer 
to it in that light) our feeling is 
somewhat changed, for were it not 
for these same pests, our sale of 
spray materials each year would 
hardly make the grade. 


Insecticides a Necessity 


Insecticides are a strict necessity 
to the farmer just now. 

Fortunate indeed would be the 
farmer who could go forth and plant 
a field to potatoes, for instance, with 
the assurance that he was going to 
reap a good harvest of potatoes 
later on. 

There prohably was once upon a 


time a farmer who thought he could 
beat the game and take a chance 
against the bug or blight invasion. 
Alas, he doubtless learned a lesson 
from hard experience and to-day, 
first and foremost, he comes to his 
hardware dealer for protection 
against these costly invasions against 
his crops. , 

To-day, crop spraying is one of 
the most vital and essential of all 
farm practices. 


Keep a Supply on Hand 


Moreover, this works out advan- 
tageously for the dealer from the 
fact that spraying is not a thing for 
any given day or week. Growing 
crops require an early application as 
the plants begin to grow, and this 
must be kept up at regular periods 
so as to protect them during the en- 
tire line of development. This nat- 
urally implies that the wise farmer 
shall keep a supply of spray material 
continually on hand. 

Now that we have recognized the 
need of the farmer, we naturally 
turn to the sale of this merchandise 
in your cwn store. 

If you are now selling insecticides 
you have probably experienced the 
fact that almost every farmer has a 


decided preference for some one 
kind. 

He is generally quite set in his 
mind about what he will use and 
equally determined as to what he 
will not use on his crops. 


Carry a Diversified Stock 


Since this is the case and in order 
to avoid arguments as to the respec- 
tive merits of this or that material, 
it is a good thing to carry three or 
four kinds in stock. 

We might say that a representa- 
tive line should consist of pyrox, 
paris green, arsenate of lead, bor- 
deaux mixture and slug shot. Some 
one of these will prove especially 
popular in a given locality, but when 
they are all in stock, it is an un- 
usual farmer who can’t be suited. 

As to quantity, they run from the 
small package for the home gardener 
to the 100-lb. container for the large 
crop farmer. 


Manufacturers’ Advertising Helps 


Some of the manufacturers of these 
products maintain a very attractive 
electro and dealer window display 
service, all free to the dealer for the 
asking. Thus a neat window dis- 
play can be maintained at what is 
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considered the most apt time for 
calling attention to these spray ma- 
terials. 

Along this same line of sales helps 
for the dealer, advertising literature 
in the form of circulars, pamphlets 
and spray manuals are furnished to 
the dealer. One firm goes even a 
step further and sends out literature 
from the home office to a mailing list 
of farmers which they request the 
dealer to send to them. 


Various Kinds of Sprayers 


To pass from the insecticides to 
the sprayers, themselves, we find 
that there are various devices on 
the market to-day—all of them fill- 
ing a particular need. 

First comes the humble hand 
spray or atomizer. 

These small sprayers, ranging in 
selling price from 40 cents to $1, 
are very convenient for the small 
garden or for shrubs, vines and 
flower beds. 

Next comes the compressed air 
hand spray, with its bigger brother, 
the compressed air shoulder spray, 
with swing strap, following right 
along behind. 

This latter type is extremely use- 
ful to the average farmer for small 
fruit trees or for batches of pota- 
toes up to the half-acre limit. 

The nice feature of this type of 
sprayer is that one can get at the 


HARDWARE AGE 


under sides of the leaves or vines 
and this is quite important, since 
many diseases and various insects 
get in their destructive work on this 
part of the plant. 

The mounted or unmounted barrel 
sprayer is the kind largely in vogue 
with the larger and more progres- 
sive farmers, with its capacity of 
around 50 gal.; this is good for up to 
five acres of potatoes and for 400 or 
500 fruit trees. 

Finally we come to a machine 
spray for use in looking after truck 
gardens or extra large potato crops; 
this is a wonderful mechanical de- 
vice which, under tremendous pres- 
sure for such work, can throw on a 
spray as fine as a mist. However, 
its more or less comparatively rare 
use precludes it from much consid- 
eration as a stock article for the av- 
erage hardware store. 

This season of the year suggests 
another distinct kind of spray for 
the consideration of the hardware 
dealer, and that is fly and cattle in- 
sect killer. 


Keeping the Cattle Healthy 


For some time it has been a rec- 
ognized factor in agricultural circles 
that cows produce more and better 
milk if they are kept free from this 
summer pest. 

There are a thousand and one 
brands of fly spray offered to the 
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hardware merchant to-day, and it is 
the experience of dealers who have 
sold fly spray for years that the 
only kind to sell is the kind with a 
positive guarantee of “dead flies” or 
money back for the empty container. 
A year or two builds up a reputation 
for the dealer, and by securing ex- 
clusive sales rights he is adequately 
protected from having some other 
store cut in on a business which he 
has fostered. 

One little thing which we know to 
have brought splendid results in the 
sales of fly spray is to have a dozen 
or more cans on display in pyramids 
of 3-gal. cans throughout the store 
and in front of the store during the 
day. It calls attention to the mate- 
rial and when the farmer inquires 
about it, the sale is half made if the 
dealer has a product in which he is 
thoroughly confident. 


Whitewashing Buildings 

The final spray material which 
brings good sales during the sum- 
mer months is that which is used for 
whitewashing stables, cow barns and 
chicken houses. 

One well-known package stable 
spray in dry form is putting on a 
campaign this summer for helping 
the dealer and by using the window 
display, cuts and circulars, much 
can be done in the way of further- 
ing local sales. 
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The Warner Hard- 
ware Co., Minneap- 
olis, Minn., has suc- 
ceeded in featuring 
a@ wide range of 
Sprays and spray- 
ers in this interest- 
ing window display 











Symmetrical ar- 
rangement and a 
judicious use of 
show-cards and 
manufacturers’ ad- 
vertising helps have 


overcome the sug- 





gestion of crowding 
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I URING the past month we had 

the good fortune to attend the 
meeting of the sales managers of 
the paint manufacturing industry, 
held in Buffalo, N. Y. We made it 
a point to approach all of those 
present with the question: “Do your 
dealers show the proper spirit as 
far as their paint education is con- 
cerned?” The answer in almost 
every case was: “They never have 
and we are doing our best to help 
them by educating them to the fact 
that the great slogan of the indus- 
try, ‘Save the Surface and ‘Save All 
Paint and Varnish,’ means more 
than just sell goods as a catch 
phrase; it means conservation of 
America’s materials. 


“The hard part of our job is to 
get the dealers to even read the edu- 
cational literature that we send 
them. One advertising man said 
that he had spent several thousand 
dollars on a booklet that carried a 
paint sales talk that he knew was a 
sure fire one. He had the sales man- 
ager have the sales force check up 
by asking the dealers if they had 
read it. Over 50 per cent had no 
recollection of having received it, 
for they had filed it in the waste 
basket.” 

Will several dealers write us be- 
fore the next month’s issue and try 
to explain just why the greater 
number of hardware men take this 
kind of a stand when the paint in- 
dustry is putting over the greatest 
advertising campaign that has ever 
been attempted in this or any other 
country? 

There are spots where the dealers 
have awakened to their chances and 
are putting the idea over in the right 
way. Philadelphia has organized a 
“Save the Surface” club among the 
paint dealers. They are going to 
educate themselves as a body and 
are going to show the city just what 
an important lot of people they are. 
They will have a story to tell to 
every prospect they come in contact 


TLL Oe 


with, and they will know the proper 
treatment for each surface they at- 
tempt to save. 

There have been a few questions 
this month, but we would like to see 
more of them. If you have any 
paint problems be sure and ask us 
about them. 

One dealer asks how to properly 
bring out the grain in wood. Should 
he rub in raw or boiled linseed oil, 
and then apply his varnish? 

It is not necessary to apply the 
linseed oil; just see that the surface 
is clean and well sanded with fine 
sand paper, then build up with a 
light colored varnish. 


What is the best way to use or- 
dinary varnish stains, with or with- 
out shellac? : 

Without shellac is best. Shellac 
should never be used under varnish; 
the expansion and contraction of 
shellac and varnish are different 
and in the end there will always be 
checking. 


Where only raw linseed oil is pro- 
curable, and boiled oil ‘is wanted, 
what is needed in order to trans- 
form raw oil into boiled oil? 

Heat is the proper answer, but we 
know that is not the answer you are 
looking for. There is a lot of so 
called bung hole boiled oil sold and 
this process aids the oil to dry with- 
out the user adding dryers. Most 
men who sell bung hole oil for boiled 
take a gallon of the oil from the 
barrel and add a gallon or more of 
dryer. It is a poor and dishonest 
practice. 


Should .asphaltum be recom- 
mended for inside work, to be used 
by one not familiar with varnishing 
or painting, and in what way does 
asphaltum give the best results? 

Asphaltum is seldom used for any- 
thing but a coating for metal sur- 
faces; an amateur could use it for 
that purpose safely, as it seeks its 
own level and brushes out with a 
clear enamel like surface. It is 


sometimes used cut down with tur- 
pentine or benzine as an oak stain, 
but varnishes applied over it soon go 
to pieces. 


Why do some painters say that 
there is too much China clay in the 
prepared paints being made now, 
and that they will not stand up as 
long as paint made some time ago? 

The painters that make the above 
statement have been buying cheap 
paint with a large amount of China 
clay in the make up. _ The better 
grades of prepared paints are made 
on a formula never before equaled. 
The combinations of lead, zinc and a 
small amount of reinforcing mate- 
rial, such as China clay, silicates 
and hydrates, ground and mixed in 
linseed oil, have the greatest amount 
of covering capacity and the long- 
est wear of any paints known. 


How can white spots on a dining 
table be removed? 


The spots are caused by heat and 
a table that is marked by heat 
should be refinished. Strip the var- 
nish off with a varnish remover, 
wash up with gasoline and refinish 
with three coats of one of the many 
heat proof varnishes. 


What makes the best floor dress- 
ing for linoleum? 

That is, the best oil to use on it 
frequently, and one that is not too 
greasy. Never use an oil on new 
linoleum. As soon as it is laid give 
it two coats of a good floor varnish 
and then keep it clean by washing. 
When the varnish shows signs of 
wear apply another coat, for by this 
method you are wearing out varnish 
and not linoleum. 


Will a few dealers write us each 
month and tell us what we can do 
to make this page worth more to 
them and for their clerks? We are 
getting anxious about it and we are 
afraid we are going to lose our job 
unless more interest is shown. 
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Housefurnishings—An All Year "Round Line 


This Line Appeals to the Housewife Irrespective of 
Time or Season and the Hardware Store 
Will Do Well to Recognize the Fact 


stock we often find lines that are 

highly seasonable goods that 
have a demand only at certain times. 
One can hardly expect to sell ice 
skates or sleds at this time of the 
year, nor can you expect a demand 
for lawn mowers and garden hose 
when the ground is covered with 
snow and ice. 

But there are several lines that 
should keep up a high sales aver- 
age for each of the twelve months of 
the year. One splendid example 
should be found in every housefur- 
nishings department. This section 
of every store should be busy selling 
goods at all times and seasons, for in 
this line we find perhaps the greatest 
number of actual necessities grouped 
together. Each item is one needed 
by every family, articles which are 
in constant daily use and abuse. 


Consider the Kitchen 


In this department one finds a 
multitude of things that are needed 
for the home. Every room calls for 
something listed under this head. 
Let us begin with the kitchen, as 
that is usually the housewife’s first 
and pet consideration. The kitchen 
must be fully equipped with the lat- 
est and the best. First we think of 
a full set of cooking utensils, wash 


yy the retail hardware dealer’s 





View of the housefurnishings department of Howard’s, Mt. Vernon, N. Y., 


tub covers, white top tables, step lad- 
der chair, two or three kitchen 
chairs, miscellaneous hardware such 
as soap shakers, can openers, bottle 
cap removers, innumerable brushes 
of all sizes and shapes, a refrigera- 
tor, mixing bowls, egg beaters, dish 
mops, irons, iron holders, a match 
safe, oil cloth for the shelves of the 
cabinet, linoleum for the floor, a 
flock of hooks, racks, various 
polishes, dish pans, rolling pins, po- 
tato mashers, bread and pie boards, 
ice picks, cereal sets, at least one full 
set of dishes along with countless 
orphaned pieces of china and porce- 
lain, two or three extra cream and 
sugar sets, innumerable salt and pep- 
per shakers and often a fireless 
cooker. There are countless other 
items that are carried in this depart- 
ment that will also be wanted in the 
kitchen, such as an ironing board. 

The dining room needs a better 
grade of china dishes. The bed room 
will want waste paper baskets and 
hooks for clothing in the closets. A 
floor covering will be needed and lin- 
aleum of fine patterns is being used 
largely in many homes throughout 
all rooms. All of the rooms will need 
curtain rods of some type and some 
will require heaters of the oil, gas, or 
electric type. 

In the cellar the modern fully 


equipped home has an ash sifter, ash 
can, galvanized wash tubs for special 
work and there will be stored there a 
clothes wringer and a large size pa- 
per can. 


Of Interest to Women 


The housefurnishing department 
in your store will interest nine out 
of every ten women who come in to 
make an inquiry or a purchase, re- 
gardless of their prime motive in en- 
tering your store. That is this sec- 
tion of your business will interest 
these women if you maintain the 
right kind of a housefurnishing de- 
partment with varied and complete 
stocks managed by some one who un- 
derstands the line. Many stores 
have found it advisable to have a 
woman in charge of this work as 
they are oftentimes more in sym- 
pathy with the household problem 
and are better able to handle women 
customers. 

To get back on the thought of 
cooking utensils it seems only fair to 
say that there is hardly a house- 
keeper in existence who actually has 
all the items in this list that are 
really needed. She probably wants 
six or eight more kettles, pots and 
pans than her equipment boasts of. 
She has one double boiler either too 
large or too small for many of the 


showing the extent of the stock 
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puddings she makes. The one double 
boiler is used for oatmea! and other 
hot cereals as well as for the pud- 
dings. Therefore she endeavors to 
select a size that will do for the en- 
tire lot. A campaign on double boil- 
ers alone would surely show some re- 
markable facts. 

Few women, if any, have the 
proper assortment of stew kettles, 
coffee pots, tea pots, tea kettles, 
sauce pans or frying pans. A lim- 
ited number of utensils may be all 
right for the family alone, but when 
company comes there is trouble. Yet 
people face these difficulties daily 
and will continue to until the hard- 
ware dealer gets busy and advocates 


The 
Hull Hardware 
é Plumbing 
Co. of Danbury, 
Conn., 
maintains a 
thoroughly 
equipped 
up-to-date 
housefurnish- 
ings department, 
as may be 
readily realized 
by an inspection 
of this 
illustration. 
Compactness 
of arrangement 
makes for 


ease in selling 


agressively a full set of cooking 
utensils that really is a complete list 
of the things needed. An intelligent 
survey of the entire housefurnish- 
ing goods situation would, without 


question, give every dealer some 
sales points that could be driven 
home to prospects like a huge wedge. 


Cashing in on Vacations 


At this time people are thinking 
of their vacation trips. These pre- 
sent a good chance for the dealer. 
Any customer who comes into your 
store will be flattered if you show a 
friendly and courteous interest in 
his vacation plans. If you find a 
family that is taking a summer cot- 
tage or bungalow why not solicit 
their trade on the necessary house- 
furnishings. Emphasize the fact 
that imadequate cooking and general 
household necessities will mar the 
pleasure of the holidays and spoil the 
rest that might otherwise be as- 
sured. 

Those who go camping will need 
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a good set of cooking utensils built 
heavy for service yet light for carry- 
ing. If you find a family that is go- 
ing to take it easy during the holi- 
days, by patronizing a hotel or 
boarding house, jot down the fact 
and follow them up upon their re- 
turn. Talk about the pleasant sen- 
sation of having meals served with- 
out self effort. Then swing into a 
little sales work by telling the lady 
of the house that going back to the 
routine of keeping house again will 
be something of an _ unpleasant 
change which, however, will be more 
endurable with the proper equip- 
ment. 

Summing up the problem we find 


emethl i 


M13 exes” 


that although the line in question is 
an all year selling line it has perhaps 
even a larger opportunity during 
the pre-vacation and vacation days. 
Try out these thoughts with the 
force in your housefurnishings de- 
partment adjusting the ideas to suit 
the conditions they are acquainted 
with from past experience. From a 
mere psychological viewpoint re- 
member that the thought of vacation 
trips during the annual summer holi- 
days makes people generally better 
natured and more receptive toward 
all sorts of appeals. 

That point might also be worth 
considering. It might work out ad- 
vantageously to mention to custom- 
ers that the money they might put 
into worthless souvenir novelties 
would be better invested in some 
housefurnishings goods of a more 
lasting nature. Dwell on the point 
that money put into articles needed 
in the home will be a continual 
source of satisfaction. 

Those of your customers who do 
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not plan to go away for the summer 
will be so much money ahead. Their 
reason for staying home is usually 
based on this sort of reasoning. 
They probably feel that they need 
other things more than they do a 
trip to the mountains or seashore. 
Home loving folks find their first in- 
terest in their home, and it is fair 
to say that. the money that is not go- 
ing for a vacation trip is going to 
make the home more livable. If so 
some of that investment should go 
into the cash register located in your 
housefurnishings department. It 
will, too, if you coax it in and you 
know how to do that. 

And speaking of vacations, if your 


town is by chance a summer resort 
try some outdoor advertising and 
some show cards in the window that 
will attract the out of town visitors. 
Suggest that instead of a novelty as 
a remembrance that they make a 
purchase of something useful in the 
housefurnishings department. This 
class of trade will not bankrupt your 
stock, but it will pull some sales and 
they all count. 


Making Cooking Easier 


Remember also that the housewife 
finds cooking pretty warm work this 
time of the year. This gives you a 
good lead to follow on a campaign 
urging more adequate kitchen equip- 
ment. Tell your women customers 
that a full set of modern cooking 
utensils will lessen their work in pre- 
paring meals so that they will not 
feel the effect of the heat so much. 

Hardware merchants the country 
over are on the lookout for ways in 
which they may increase sales. Why 
not adopt some of these suggestions? 
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This view of the display tables of the Ervin E. 
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Display Tables Sell the Merchandise 


The Ervin E. Smith Co., Lowell, Mass., Contends 


Smith Co. clearly shows the ease with which the customer may select the goods 
This selection is made still easier by virtue of the fact that the merchandise is price marked 
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That It Has Obtained Excellent Results from 
This Method—Pushing Quick Sellers 


T retail hardware dealers’ asso- 
ciation meetings, by dealers in- 
dividually and by the HArp- 

WARE AGE, the pro and con of dis- 
playing merchandise on tables, as 
contrasted with showcases, probably 
has been thrashed out fully as much 
if not more than any other during 
the past few years. To many it 
appears nothing has been left unsaid. 
And yet the application of merchan- 
dising tables by the Ervin E. Smith 
Co., Lowell, Mass., is well worth con- 
sideration because of cash results 
obtained. 

Like many other retail hardware 
stores, this Lowell concern experi- 
enced show-casenza, and it took 
hard. Several hundreds of dollars 
were spent for attractive showcases, 
and a great deal of time and thought 
was given to the se- 


fort. The firm subsequently rea- 
lized the showcases were not sell- 
ing the goods. Admitting it is not 
in business for fun, but for the 
purpose of making money, ways 
and means of getting proper results 
were investigated. Such investiga- 
tion, followed in many pathways, 
convinced Mr. Smith that those re- 
tail hardware stores using tables in- 
stead of showcases at least were sat- 
isfied with results obtained. 


“Sold” on Tables 


Shortly afterward there were some 
showcases offered for sale in Lowell. 
Up to recently all but one have been 
disposed of, and if this case is not 
shortly sold it will be placed in stor- 
age to make room for two or three 
additional tables. For the Ervin E. 





because 
the tables are selling the merchan- 


Smith Co. is sold on tables, 
dise. One year after the company 
moved from its original store, across 
the street, into its present quarters, 
business had increased 70 per cent. 
It is felt the tables have contributed 
in no small measure to the showing 
made by this firm. 

But tables are tables, and, in this 
instance, they are somewhat differ- 
ent from those usually found in re- 
tail hardware stores and other mer- 
chandise distributing units. In this 
case the tables are but 24 in. high, 
3 ft. wide and 6 ft. long. In theory, 
their unusually short height not only 
allows a customer to see what is dis- 
played on the table immediately in 
front of one, but gives opportunity 
to inspect, without effort, goods dis- 

played on all tables 















































lection and arrange- STREET in this particular 
ment of articles in part of the store. 
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primary _considera- = = theory works out to 
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ample space for the proper display 
of goods. 


Construetion of the Table 


The tables are of whitewood, %- 
in. stock. They have legs or up- 
rights sufficiently substantial in ap- 
pearance to properly balance the un- 
usual height of the tables. The legs 
are simply four pieces of 7-in. stock 
nailed together in a square forma- 
tion. On some tables are racks which 
fit the top. These racks are divided 
into sections to suit merchandising 
requirements. Others are provided 
with stands 18 in. wide, 6 ft. long 
and 13 in. high, held in place by 
two small screws at the ends of each 
stand, stationed in a board which 
holds the legs of the stand sta- 
tionary. 

The company already has six of 
these tables, and these, with the 
three additional ones to take the 
place of the showcase, should make 
quite an exposed merchandise show- 
ing. Goods displayed on these six 
tables are shifted about each week, 
the Smith company management be- 
ing convinced the average American 
demands a constant change in goods 
\ayout, as well as a variety in amuse- 
ment and in other things. The ta- 
bles are in the center of the main 
part of the store, immediately inside 
the front door. They are practically 
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the first that catch the customer’s 
eye on entering, and the manage- 
ment sees to it that popular-priced 
and quick-selling stock always is 
shown on them. 


Pointing the Way 


If a customer is after a particu- 
lar thing, and cannot be interested 
in goods displayed on the tables, 
generous signs, as shown in the pho- 
tograph, inform him where the stock 
he seeks is located. These signs are 
all 5 ft. long and 16 in. wide, and 
have lettering 8 in. high. The back- 
ground is painted green and the let- 
tering white. The signs are sus- 
pended from the ceiling by brass 
chains, and are the product of the 
company’s window trimmer. 

The combination of tables, store 
signs and display windows leaves no 
doubt in one’s mind as to the quali- 
fications of the management as mer- 
chandisers. The store has a front- 
age of 50 ft., but by the arrange- 
ment of its entrance has 122 run- 
ning feet of window space, as shown 
in the sketch. Each window is 
4 ft. deep, and at the extreme is 
12 ft. back from the sidewalk. The 
showcase is 8x4 ft. and used exclu- 
sively for specials. Like the win- 
dows, it is provided with plugs for 
the purpose of operating electrical 
appliances. Manufacturers of hard- 
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ware, paints, etc., paid for the 12-in, 
deep black and white signs running 
around the top of the windows. The 
windows are finished in chestnut 
wood and painted with silver gray, 
and are accessible from the store 
at the ends as well as at other ad- 
vantageous points. 


Taking Advantage of “Snaps” 


The firm has the faculty of taking 
advantage of “snaps” as they present 
themselves, as well as presenting 
merchandise to the customer in an 
attractive and material manner. For 
instance, just before Thanksgiving 
it took advantage of the low price 
of corn. Making a good display of 
the corn, together with popcorn ac- 
cessories, the firm announced 
through the press it was prepared to 
sell 5 lb. of corn for 25 cents, or 1 lb. 
for 6 cents. In 1920, owing to the 
price of corn, it could not with profit 
sell more than 2 lb. of corn for 25 
cents. This time, however, the firm 
paid 234 cents a pound for its corn, 
which allowed a respectable return 
on the investment. 

Results? From the week before 
Thanksgiving until Jan. 1 the com- 
pany sold three tons of corn. On 
Saturdays sales ran as high as 200 
or 300 lb. This proves that a hard- 
ware store can make a profit on other 
articles than legitimate hardware. 





Coming Hardware Conventions 





MOUNTAIN STATES HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION 
AND EXHIBITION, Denver, Col., Jan. 9, 
10, 11, 1923. W. W. McAllister, secre- 
tary-treasurer, Boulder, Col. 

WESTERN RETAIL IMPLEMENT AND 
HARDWARE CONVENTION, Kansas City, 
Jan. 16, 17, 18, 19, 1923. H. J. Hodge, 
secretary, Abilene, Kan. 

TEXAS HARDWARE AND IMPLEMENT 
ASSOCIATION CONVENTION, Dallas, Jan. 
23, 24, 25, 1923. A. M. Cox, secretary, 
822 Dallas County Bank Building, Dal- 
las. 

WEST VIRGINIA HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Huntington, Jan. 30, 31, Feb. 1, 1923. 
James B. Carson, secretary, 1001 
Schwind Building, Dayton, Ohio. 

INDIANA RETAIL HARDWARE ASSOCIA- 
TION, INC., CONVENTION AND EXHIBI- 
TION, Indianapolis, Jan. 30, Feb. 1, 2, 
1923. G. F. Sheely, secretary, Argos, 
Ind. 

MICHIGAN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Grand Rapids, Feb. 6, 7, 8, 9, 1923. 
Karl S. Judson, Exhibit Manager, 248 
Morris Avenue, Grand Rapids; A. J. 
Scott, secretary, Marine City. 

WISCONSIN RETAIL HARDWARE AS- 


SOCIATION, Milwaukee Auditorium, Feb. 
7, 8, 9, 1923. P. J. Jacobs, secretary- 
treasurer, Stevens Point. 

CALIFORNIA RETAIL HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
Palace Hotel, San Francisco, Feb. 13, 
14, 15, 1923. Le Roy Smith, secretary, 
112 Market Street, San Francisco. 

PENNSYLVANIA AND ATLANTIC SEA- 
BOARD HARDWARE ASSOCIATION, INC., 
CONVENTION AND EXHIBITION, Phila- 
del,hia Commercial Museum, Feb. 12, 
13, 14, 15, 16, 1928. Sharon E. Jones, 
secretary, 1314 Fulton Building, Pitts- 
burgh. 

OHIO HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Cleveland, 
Feb. 13, 14, 15, 16, 1923. Exhibition in 
the new Municipal Hall. James B. 
Carson, secretary, 1001 Schwind Build- 
ing, Dayton. 

ILLINOIS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Hotel Sherman, Chicago, Feb. 13, 14, 
15, 1923. L. D. Nish, secretary-treas- 
urer, Elgin, III. 

IowA RETAIL HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Des Moines, Feb. 13, 14, 15, 16, 1923. 
A. R. Sale, secretary, Mason City. 

New York STATE RETAIL HARDWARE 


ASSOCIATION CONVENTION AND EXPOsI- 
TION, Rochester, Feb. 20, 21, 22, 23, 
1923. Headquarters, Powers Hotel, 
Sessions and Exposition at Exposition 
Park. John B. Foley, secretary, City 
Bank Building, Syracuse, N. Y. 

NEW ENGLAND HARDWARE DEALERS’ 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Mechanics’ Building, Boston, 
Mass., Feb. 21, 22, 23, 1923. George 
A. Fiel, secretary, 10 High St., Boston. 

HARDWARE ASSOCIATION OF THE 
CAROLINAS (place to be announced 
later) May 9, 10, 11, 12, 1923. T. W. 
secretary-treasurer, Charlotte, 
Mm. C. 

ARKANSAS RETAIL HARDWARE AS- 
SOCIATION CONVENTION, May, 1923, 
(Dates to be announced later). L. P. 
Biggs, secretary, 815-816 Southern 
Trust Building, Little Rock. 


Oliver Bros. Make Correction 


Oliver Bros., Inc., New York City, 
announce that the quotation of $1.30 
per 100 pes. on machine bolts, as pub- 
lished under the March, 1922, column 
of the “Manufactured Hardware Table” 
published in the July 6 issue, should 
be corrected to read machine bolts, 5x4, 
per 100 pes., March, 1922, $1.68. 
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EDITORIAL 


COMMENT 


Business After Two Wars 


N the Annual Review Number of THE IRON 

AGE of Jan. 4, 1917, there was given a col- 

lection of statistics showing what occurred 
industrially and commercially after our Civil 
War, 1861-65, and the Franco-Prussian war of 
1870, the object being to furnish the reader with 
definite facts from which to draw conclusions 
concerning the years after the World War. Now 
that nearly four years have elapsed since the ter- 
mination of hostilities an opportunity is afforded 
to make some comparisons. 

The end of the Civil War was seen upon the 
investment of Richmond in 1864, although the 
termination of hostilities did not come until Lee’s 
surrender to Grant at Appomattox Court House, 
April 9, 1865. It seems fair to take it that Ger- 
many surrendered at an earlier stage than did 
the Southern Confederacy, and if so, 1864 and 
1918 are parallel years, so that in essence the 
summer of 1922 is as fat after the World War 
as the summer of 1868 was after the Civil War. 
Parallelism or divergence is brought out by com- 
paring years that are fifty-four years apart. 


Following the Civil War there was, in gen- 
eral, a period of great industrial activity and 
expansion, lasting with short interruptions until 
the panic in September, 1873. Meanwhile there 
had occurred “Black Friday,” Sept. 24, 1869, 
caused by the failure of the gold corner at- 
tempted by Smith, Gould, Martin & Co. Were 
there parallelism, then, our Black Friday would 
come next year and our panic in 1927, five years 
hence. The computation is made, of course, 
merely to furnish the necessary perspective. 

After the Civil War pig iron and bar iron first 
suffered a sharp but quite moderate liquidation 
in price and then held rather steady for years. 
In 1867, corresponding to last year, there was a 
moderate decline in pig iron and a slight decline 
in bar iron, while in 1868 pig iron recovered part 
way, bar iron having little occasion to recover. 
Prices continued to recede slightly, in a general 
way, until the obviously foolish price boom of 


1872, which would correspond to 1926, when in a 
few months prices reached their greatest height 
since the war, and then started on a long and 
great decline. 

After the Civil War there was no 1919-20 
boom in prices. Things were taken more moder- 
ately. There can be no doubt that one great dif- 
ference between conditions then and now is that 
then men were willing to work hard, and did 
work hard, while in this recent period men have 
been unwilling to work hard, but have expected 
great rewards. 

There was what is commonly called an “un- 
favorable” trade balance during the Civil War 
and afterward, until 1876. In the active times 
there was an “unfavorable balance,” while in the 
“hard times” that followed the panic of 1873, the 
“unfavorable” balance gradually turned into a 
“favorable” balance. We were selling securities 
to foreign investors in the period after the Civil 
War. An “unfavorable” trade balance now would 
correspond to our permitting our foreign debtors 
to pay us. 

In the panic of 1873 one naturally expects to 
find information as to what, if anything, was 
wrong with the eight or nine years of trade activ- 
ity that followed the Civil War. The panic 
showed that too much business had been done on 
paper for the currency system then existing to 
take care of. We do not have the same danger 
now on account of our new system. There was 
much evidence that there had been undue in- 
vestment in construction work which could not 
continuously earn its keep, in railroads in par- 
ticular, and in plants erected to provide railroad 
materials. The trouble was not that the unit 
costs had been too great; there was merely a 
case of endeavoring to develop the country too 
rapidly. The condition of late has*been quite 
different. Construction costs have been higher 
than they should be, and if we have an excess of 
facilities in any quarter, it is the creation of the 
war period, not of the post-war period. 
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Advice and Service 


Increase 


Accessory Sales 


Germantown, Philadelphia 
Hardware Firm Finds Repair 
Hints and Suggestions Bring 
in the Customers at All 


Seasons of the Year 


By K. H. LANSING 


motive equipment man—one 

who has had practical training 
in the road problems of the motorist 
—in charge of this department, the 
hardware business of John S. Walker, 
Germantown, Philadelphia, enjoys a 
very gratifying trade in accessories, 
tires and tubes. 

That the department pays is at- 
tested by the fact that the concern 
has maintained it for six years. 
While the stock is not large, an aver- 
age of about $1,500 in value being 
carried, it is turned sufficiently often 
to be profitable and without having 
to resort to reduction sales in order 
to clear the space. 

The store is agent for a standard 
line of tires and carries such equip- 
ments as chains, moto-meters, port- 
able fire extinguishers, auto tow- 
lines, brake lining, tire patches, 
brushes, mudguards, fenders, spark 
plugs, stocks and dies, wrenches and 
various other parts and accessories. 


B Y making one salesman an auto- 


Varied Types of Tires Shown 

For a considerable period attrac- 
tive window displays of tires and 
accessories were staged, there being 
100 sizes and types of tires in the 
show windows and on the floor at 
one time, during an automotive 
equipment “drive.” 

While household goods and 
“straight” hardware lines are being 
vigorously pushed, there is always 
an attractive showing of automotive 
equipment, especially in the smaller 


This display case filled with accessories and topped with tubes and tow ropes is 


placed so that customers cannot help but notice it. 


items, in the store interior and in 
the display window as well. 


Interior Display 

For instance, a large glass display 
case, 3 ft. x 8 ft.-x 4 ft. in size 
is placed in a conspicuous part 
of the store, where it must be seen, 
or passed by virtually everyone en- 
tering. Tubes and other light equip- 
ment, such as tow-lines, are shown 
on the top, as though on a counter. 
An amazing variety of smaller goods 
and some fairly large units, such as 
pumps and jacks are displayed in the 
case, which is supplied ‘with interior 
electric illumination. The tire stock 
is kept in the stockroom, except in 
special sales campaigns of auto- 
motive equipment, when a portion of 
it may be transferred to the window 
and floor. The display case is re- 
arranged frequently, each staging 
emphasizing some new feature. 

The tire stock is limited in quan- 
tity because of lack of ready space in 
the store but the range is complete. 
Orders for customers even outside of 
immedate stock, however, are quick- 
ly filled. 

The store has tried it both ways, 
but prefers to have a special man on 
the job as salesman, one who fully 
realizes and appreciates the needs 
and problems of the motorist. 

The present head of the depart- 
ment is N. L. Taylor. He has had 
experience with a manufacturer and 
with actual driving, as well as in 
selling automotive equipment. Fre- 


Behind the counter is N. L. Taylor 


quently he is able to offer valuable 
suggestions to customers and pros- 
pects, with regard to their motoring 
needs, including repairs. 

A great many of the sales are 
made to chauffeurs of wealthy fam- 
ilies in Germantown and the vicinity, 
of whom there are many. An effort 
is made to learn the preferences of 
these purchasers and the stock is pro- 
vided accordingly. The store’s auto- 
motive equipment customers, like 
those in the household furnishing 
and general hardware lines, usually 
remain customers and reorder not 
only at stated periods, but in be- 
tween, according to their needs. 


Selling the Garages 


Other sources of revenue are the 
garages which do not carry auto- 
motive equipment and which some- 
times need to make hurried pur- 
chases. Of course there are plenty 
of customers owning private cars 
who stop at the Walker store, either 
for the purpose of buying motor ac- 
cessories, or who, in making pur- 
chases of other goods are attracted 
by the display case, or a suggestion 


from Mr. Taylor. 


Generally speaking, however, it is 
the practical advice that serves to in- 
crease the sale of automobile acces- 
sories in this store. This is, in re- 
ality, an advanced form of service 
and as such it has made a decided hit 
with customers and has incidentally 
served to build up profits in acces- 
sories. 
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Paint Admen and Sales Managers Meet 


Two-day Conference of Paint and Varnish Adver- 
tising Men and Sales Managers Held at Hotel 
Lafayette, Buffalo, N. Y., June 28-29 


ECLARING that the dealer is of 

the utmost importance in the dis- 
tribution of paints and varnishes, and 
advising more aggressive selling on the 
part of all three agencies of distribu- 
tion—the manufacturer, the jobber and 
the retailer—Ernest T. Trigg, chair- 
man of the Save the Surface Campaign, 
speaking before the conference of paint 
and varnish advertising men at the 
Hotel Lafayette, Buffalo, N. Y., June 
28, voiced the sentiment of the confer- 
ence in one of the principal addresses 
of the day. 


Address of Charles C. Parlin 


The first speaker of the program was 
Charles C. Parlin, research director, 
Curtis Publishing Co., Philadelphia, 
Pa. He advised that dealers be in- 
fluenced to follow up locally the adver- 
tising of the manufacturers. In clos- 
ing Mr. Parlin said: 

“IT want to leave just this one mes- 
sage with you. I believe the most im- 
portant thing that any of us have got 
to do from an advertising standpoint 
is to get the salesmen that répresent 
our companies to get out behind the 
proposition and go out to the merchants 
to cash in on the opportunities which 
we, through our advertising, are creat- 
ing. You have done an exceptional piece 
of business as an organization. I believe 
that this is an outstanding concern, 
taking your association as a whole in 
the work that you are doing, but in 
order to get the real value out of the 
market opportunities that you are 
creating, it is essential to get every 
salesman representing every one of 
your companies and every merchant 
that represents every one of your com- 





panies, to go out and get strongly 
behind your campaign in order to cash 
in on the opportunity which you 
create.” 


Ernest T. Trigg Speaks 


During Mr. Parlin’s 
Ernest T. Trigg arrived and was the 
second speaker on the program. His 
talk was largely on co-operation. He 
asked that discussion be open and 
frank, as he believed that the best way 
to give and take ideas on the merchan- 
dise of paint and varnish. He also ad- 
vised more aggressive sales effort on 
the part of manufacturers’ salesmen, 
and of retail dealers. He said that he 
felt at the present time each dollar’s 
worth of paint that was sold should be 
increased four times largely by greater 
activity on the part of the dealer. 

Speaking of the dealer Mr. Trigg 
said: 

“I don’t mean that I am not thor- 
oughly appreciative of the importance 
of the dealer in the situation. He is of 
the greatest possible importance; he 
is the great distributing means which 
we must employ between the factory 
and the man or woman who buys and 
finally uses the material; but his part 
in the game, gentlemen, is that of sell- 
ing—selling. He is a salesman just 
as you and I are salesmen, just as our 
salesmen are salesmen and just as 
everybody along the line until the con- 
sumer gets it and uses it is after all 
doing something toward the reaching of 
that consumer and the selling of the 
product to him or her.” 

M. Trigg also told of some personal 
experience he had had as a consumer 
going into a hardware store for advice 


Conference of paint and varnish advertising men at the Hotel Lafayette, Buffalo, N. Y., June 28 


address Mr. 


on fencing. It seems that he asked a 
dealer the relative advantage of a wire 
fence and a board fence. The dealer 
merely shrugged his shoulder and said, 
“Well, I prefer a board fence.” The 
point brought out was that this dealer 
could easily have sold a large quan- 
tity of wire confidence, if he had con- 
fidence in his line, and had really been 
a salesman. 

Another story that he told was that 
of a young man representing a hard- 
ware concern who came to his home in 
the country with an electric light power 
plant mounted on the rear of a truck. 
This young man introduced himself 
and asked to be given an opportunity 
to demonstrate the power plant. He 
demonstrated and explained the case of 
operation, and showed how it would 
light the entire house adequately, give 
power for electric irons, toasters and 
other appliances, and ended up by land- 
ing an order. 

Mr. Trigg said that the same tactics 
should be employed by dealers in the 
handling of paint and varnish lines. 
They should go out and secure the busi- 
ness, and not be merely content to let 
it come to them. 

O. A. Hasse addressed the confer- 
ence on the “Standardization or Sim- 
plification of Merchandise.” 

Homer M. Clark, of the F. J. Ross 
Advertising Co., who has handled pub- 
licity for the Save the Surface Cam- 
paign told of the activity of his firm 
in behalf of the paint and varnish in- 
dustry. He said in part: 

“Every man in this room knows that 
a national campaign of consumer ad- 
vertising (except the mail order vari- 
ety) does not by itself exert enough 
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demand on the dealer, and in turn on 
the jobber to make personal selling on 
the part of the manufacturer unneces- 
sary. 

“The Save the Surface Campaign ad- 
vertising in the trade press which was 
started last fall on a monthly basis has 
done its part in selling the organiza- 
tion on the idea that surface protection 
when properly sold will move more 
paint and varnish in the long run than 
any other sales argument.” 

Further on Mr. Clark discussed 1923 
advertising plans and policies for the 
campaign on surface saving. 

Arthur M. East took the floor next 
and told the conference of the 1923 to 
Save the Surface calendar, which would 
be entitled “Long Life to America’s 
Shrines.” The outside illustration was 
a view of the Capitol at Washington. 
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The story is that constant application 
of paint has protected this building and 
many others of corresponding histor- 
ical interest. 

Mr. East advised strongly a wide 
distribution of these calendars which 
would probably be distributed by in- 
dividual manufacturers, with their 
name, address and trade mark printed 
at the bottom. 

The meeting was adjourned for 
luncheon, to be followed by an after- 
noon session to be devoted to round 
table discussions on a number of sug- 
gested topics and on any points brought 
out by speakers during the morning 
meeting. 

The conference passed several reso- 
lutions which should tend to make their 
work more successful and co-operative 
during the coming months. 


Conference of Sales Managers 


TH\HE sales managers’ conference of 

the paint and varnish industry con- 
vened at the Lafayette Hotel, Buffalo, 
on Thursday, June 29 at 10:30 a. m. 
with Charles J. Roh presiding. 

Considerable attention was given, 
both in the addresses and floor discus- 
sions, to the importance of close co- 
operation between paint manufactur- 
ers and the retail dealers. Many new 
thoughts were brought to light, and 
new plans were devised to help dealers 
sell more paint. 

In the list of resolutions passed, 
many showed the intention that the 
manufacturers were working toward a 
better mutual understanding with the 
dealer. 


Address of Ernest T. Trigg 


Ernest T. Trigg, the first speaker on 
the program, also took up the dealer 
question. He said in part: 

“In our daily work we are rendering 
the greatest kind of valuable, beneficial 
service to the people who buy our goods. 
The man or the woman who buys the 
products that we have to sell, is bene- 
fited more by that purchase than we 
are benefited by the profit we re- 
ceive in the sale of the material. Then 
it seems to me there must come a sat- 
isfaction to all of us in the realization 
that we are doing a tremendous amount 
of good while we are carrying on our 
businesses. 

“Selling the dealer, not paint and 
varnish, so much as selling him the 
fundamentals of the paint and varnish 
industry; selling the dealer the fact 
that paint and varnish in his stock as 
a part of his operation presents to him 
an opportunity to prosecute his own 
business more successfully; to make 
more money for himself, oftentimes 
probably the one opportunity which he 
must have in order to actually stay in 
business, without which many dealers 
in the years that have gone by~ and 
possibly in the years ahead would be 
able to stay in business. 

“Take the hardware business: sup- 
pose a dealer sells a new stove when 
the one that Mrs. Jones has is burned 


out. It is a replacement proposition. 
If the dealer sells a stove to some one 
he hasn’t before, then he is taking that 
piece of business away from some other 
dealer that has previously sold her. 

“So he gets his increase by taking it 
from somebody else. The dealer does 
not have to do that in the paint busi- 
ness. All he has to do is to go out 
into his own community and get some 
of the business that nobody today is 
getting. Some of that $3 worth of bus- 
iness that is out there for everyone. 

“You know as a matter of fact at 
least 90 per cent of the persons who 
cross the threshold of the dealers’ store 
are already sold before they come in? 
Why should this man, the proprietor 
of the business, if you please, who 
ought to be the most valuable asset the 
business has, spend his time taking the 
orders of people who have already 
made up their mind to buy something? 
Why shouldn’t he be on the outside 
stirring up the sales that are laying 
there waiting for somebody to come 
after them, but who are,not going to 
buy until they are pushed over and 
gotten into the store by the proper 
effort?” 


Arthur M. East Speaks 


Following Mr. Trigg, Arthur M. 
East took the floor, speaking on the 
work of the National Save the Surface 
campaign. He said in part: 

“There is no need to discuss the an- 
nual property loss due to deterioration, 
of $1,200,000,000 a year. Some of you 
may have noticed that the Brass and 
Copper Research Association has made 
public figures which show that in the 
United States the annual loss due to 
rust exceeds $6,000,000 per year and 
then they figure out how that is esti- 
mated. 

“We all know that there is a great 
potential undeveloped market before 
the industry and because of that fact 
the industry is conducting the Save the 
Surface national advertising. 

“The Save the Surface national head- 
quarters concerns itself not at all with 
the brands or even kinds of materials; 
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it is a broad impersonal and impartial 
appeal urging property preservation by 
surface protection. It’s object is to 
stimulate the property preservation by 
surface protection. It’s object is to 
stimulate the property owner to save 
his property. 

“The effort of local dealers and 
master painters, on the other hand, 
must primarily concern itself with the 
sale of somebody’s paint and some- 
body’s varnish; manifestly the Save 
the Surface Campaign cannot deal in 
the slightest degree with the latter 
phase. It is not the function of the 
Save the Surface national headquarters 
to furnish advertising materials to 
painters and dealers, which would in 
any way conflict with similar materials 
furnished by manufacturers. 


Financed by Retailers 


“Our policy on which we would like 
to have the support of the sales man- 
agers is that the local advertising 
campaigns of Save the Surface should 
be financed by the retail interests and 
that the manufacturer, unless he has 
a retail store in that town, should not 
be asked to help finance it.” 


More Rapid Turnovers 


“How to Unload the Goods on the 
Dealers’ Shelves and Secure More 
Rapid Turnover,” a paper prepared by 
R. W. Levenhagen, vice-president of 
the Glidden Company, Cleveland, Ohio, 
was read by H. J. Hayden, Jr., which 
in part follows: 

“No progressive manufacturer of 
paints and varnishes can consider the 
sale of his products as complete until 
they have been purchased from the 
dealer by the consumer. 

“The manufacturer’s business in 
merchant sales lines is dependent upon 
the success of the dealers handling his 
particular line. Therefore, to increase 
his business the manufacturer must aid 
and direct the retailer in the resale of 
his paints and varnishes. 

“Every sale to a consumer gives the 
dealer a profit, cuts down his stock, and 
increases his confidence in the manu- 
facturer and the line being handled. 
This leads to reorders, upon which the 
selling expense is far less than on the 
original order, and is, therefore, more 
profitable. Every reorder from a cus- 
tomer is evidence of increasing confi- 
dence and cooperation on the part of 
the dealer, as well as a source of in- 
creasing profit for the manufacturer. 


Paint Up in Front 


“In the hardware stores where the 
largest part of our product is now be- 
ing sold, we are competing with every 
other item in that store. For years 
every one in the paint industry has 
been working toward the end of getting 
the paint department up in the front of 
the store. It is becoming easier and 
these departments are being moved up 
now. If we put it up to our salesmen 
and have them in turn put it up to the 
trade that there is no other line in the 
average hardware store that has any- 
thing like the publicity, or that has: 
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made anything like the impression on 
the consumer as the Save the Surface 
Campaign has done for paints and 
varnishes, it will be just that much 
easier to get the whole-hearted co- 
operation of that dealer and his sales- 
men to cooperate to that extent. 

“Get the paint department up front; 
get them all thinking in terms of paint, 
as well as in terms of general hard- 
ware and gradually get to the point 
where they sell hardware with paint 
instead of paint with hardware. 

“The various suggestions that have 
come out to-day have covered that point 
quite thoroughly, but it is so import- 
ant, when taking up this subject of 
moving the dealer’s stock, to his profit, 
that it can’t be referred to too often.” 


Some of the paint and varnish sales managers who attended the conference at Buffalo, N. Y., 


One of the most interesting addresses 
of the meeting was delivered by O. A. 
Hasse upon the subject of “The Simpli- 
fication of Trade Practices in the Paint 
and Varnish Industry.” Mr. Hasse 
spoke as follows: 


Address of O. A. Hasse 


“The paint and varnish industry is 
keenly competitive. Keen competition 
is conducive to rapid progress and 
development in any industry. In such 
a development, fostered by the ambi- 
tion of one manufacturer to improve 
upon the practices and policies of an- 
other, it is a logical sequence that 
extremes are sometimes reached, which 
have a tendency to ultimately retard 
development and to confuse otherwise 
simple manufacturing and selling prob- 
lems. The paint and varnish industry 
has not been an exception to this prin- 
ciple and it required an upheaval, such 
as the recent World War, to bring home 
to these industries and to industry in 
general, the possibilities of simplifica- 
tion, or if you will, standardization in 
its practices. 

“Tt is natural to assume that in at- 
tempting to simplify or standardize, 
there is a grave possibility of destroy- 
ing healthy competition and stunting 
development. There are, unquestion- 
ably, many problems 6f standardization 
or simplification which appear impos- 
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sible of solution, and many more which 
are impossible. There is a natural 
hesitancy on the part of every manu- 
facturer, retail merchandiser or dis- 
tributor, to allow himself to be hedged 
in or restricted by any cut and dried 
programme of_ standardization which 
would tend, in his mind, to possibly 
dwarf his originality or commercial 
genius. 


Program of Conservation 


“Shortly after our entry into the 
World War, the War Service Commit- 
tee of the Paint and Varnish Industry, 
was called into being by the War In- 
dustries Board at Washington. One of 
its avowed and principal objects was to 
formulate a definite program of sim- 


plification of practices in the paint and 
varnish industry which would tend 
towards conservation and sound econ- 
omic development. This program in- 
volved, among many other develop- 
ments, the cutting down of the num- 
bers of shades in paint lines, the 
number of sizes of cans, the number of 
kinds and varieties of varnishes, and 
other definite procedures calculated to 
simplify the industry, its manufactur- 
ing and marketing problems, and yet, 
not to stunt or retard the development 
of the industry and the service to the 
distributor, retailer and the consumer. 

“It is, of course, true that the econ- 
omic necessity of the times made pos- 
sible the quick and efficient putting 
into operation of this program of 
simplification. The decisions reached 
and followed out during that period 
were revolutionary, and in times other 
than war times, would have met in- 
stant and determined opposition. It is 
generally admitted and recognized by 
the industry that most, if not all, of the 
drastic steps taken at that time have 
since, even after the necessities of the 
times were met, proven themselves 
economically sound and capable of con- 
tinuation during peace times. 

“Some of these practices are still in 
force and manufacturers, distributors, 
retailers as well as consumers, are the 
better off for them. It is now pro- 
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posed, based on a definite suggestion 
made by Herbert Hoover, secre- 
tary of the Department of Commerce, 
that industries in general set about 
what might be termed a “general house- 
cleaning.” It is at his request that the 
paint and varnish industry has ap- 
pointed a committee to co-operate with 
the Retail Hardware Dealers’ Asso- 
ciation with the avowed object of sim- 
plifying, if possible, the practices now 
in force in the paint and varnish in- 
dustry. 

“It strikes me, that having proven 
their worth in times of stress, that the 
recommendations of the War Service 
Committee can be taken by us in our 
industry as a starting point for our 
peace-time work and as a basis for the 
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carrying out of the suggestions of the 
Department of Commerce. 


A Consensus of Opinion 


“It should be clearly understood that 
the action taken during the war was 
a concensus of opinion, not only of the 
War Service Committee, which was 
representative of the paint and varnish 
manufacturers, but was the result of a 
broad referendum vote of the entire 
industry — manufacturers, dealers and 
painters, and therefore involved no 
selfish or narrow motives of any one 
branch of the industry. 

“It is my purpose to again place be- 
fore the industry, briefly, the pro- 
gram as it was carried out during 
the war and to bespeak for the Com- 
mittee which has been appointed by 
the industry, your hearty co-operation 
in working out a program parallel to 
the program developed during the war, 
and possibly elaborating upon it. 

“At that time one-half gallon cans 
all sizes smaller than one-half pints, 
as well as two and three pound cans, 
were eliminated; pints were eliminated 
in house paints; flat wall paints, porch 
paints and enamels. All sizes less than 
gallons were eliminated for barn and 
roof paint and shingle stains. Sizes 
below pints were eliminated for all 
clear varnishes and varnish removers. 

(Continued on page 79) 
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How One Hardware Dealer Made a Big Suc- 
cess of Washers—Other Business-getting Ads 


The Whole Story in a Nutshell 


No. 1 (2 cols. x 5 in.) 

This Pyrox ad sent us by the Bu- 
chanan 4Hardware Co.,_ Richfield 
Springs, N. Y., is a mine of information 
in a small space. The farmer can read 
over this ad and figure out for himself 
the advantages of Pyrox. Not every 
spray preparation ad covers the im- 
portant facts set forth in this Bu- 
chanan ad. 

The final paragraph is very good for 
it shows that the preparation increases 
yields even where there is no bug or 
blight. Note that price quotations are 
complete. In commenting upon this 
ad, the Buchanan ad writer, Miss E. L. 
Porter, says she might have had the 
heading read: “Spray it with Pyrox,” 
thereby keeping in tune with the well- 
known “Say it with Flowers.” 


Something That Appeals to Every 
Housewife 
No. 2 (2 cols. x 7 in.) 
A spotless kitchen table is the desire 


of every careful housewife. And to 
achieve this, there must be frequent 





Spray with Pyrox 


It saves labor; it is easy to use; 


| mist it covers more thoroughly every 
simply mix with cold water and spray 


| part of the leaf or fruit 
It gives more lasting protection ; it 
sticks like paint and stays on for 
weeks. Even hard rains do not wash 
it off once it is thoroughly dry 
It increases yields; the copper 
fungicide in PYROX stimulates the 
It gives more thorough protection. | leaves, makes them greener and mare 
It should be put on with a fine nozzle, | vigorous, and hélps to increase yields 
because when applied in the finest | even when there is no disease 


1 Ib, 40c.; 5b, $1.50; 10 Ib, $2.50; 25 Ib, $5.75; 
50 tb, $10.00; 100 tb, $18.00; 300 Ib, $51.00 


PHONE 63 “AT YOUR SERVICE” 


BUCHANAN HARDWARE CO. 


RICHFIELD SPRINGS, N. Y 


It goes farther than the ordinary 
spray; it is so smooth and fine that 
the finest nozzle can be used without 
clogging The resulting mist-like 
spray covers more surface 











1—This Buchanan ad outlines the ad- 
vantages of Pyrox from every angle— 
preparation, application and results 


scrubbings or changes of oilcloth. Here 


is a top featured in this ad sent us by’ 


Barker, Rose & Clinton, Elmira, N. Y., 
that is permanent and kept clean by 
simply wiping. 

It also possesses the advantage of 
being a suitable surface for rolling 
dough. Its clean, white appearance 
will add to the looks of any kitchen. 

The sizes and prices are listed and 








KITCHEN WORK IS FUN 


When the Equipment for Cooking is Bright ad Spotless, 
You Enjoy Preparing the Dinner. 


TEPCO TABLE TOPS 


24x36 inches, $5.00; 25x40 inches, $5.50; 
27x48 inches, $7.25; 26x41'/, inches, $5.75; 
29x44 inches, $7.25 


‘Heavy Enameled Steel. Durable White Finish. 
Suitable for Rolling Out Pies, etc. 
Very Easy to Keep Clean and Shining 


Measure your old table and phone us to deliver one 
that will fit. Make the kitchen shine 


Barker, Rose & Clinton Co. 


PHONE 3100. 


2—As a contribution to the kitchen’s 
appearance and convenience, the table 
top is rated high by this ad 


with the range of sizes the housewife 
can select a top that will fit her present 
table. Altogether, this is a very good 
ad on a specialty. 


A Good Specialty Ad 


No. 3 (2 cols. x 6 in.) 

The hardware dealer has in his stocks 
many worth-while specialties which 
are rarely given any appreciable 





A GOOD MIXER 


“Quaker” is a bynes oe A beautiful and massive double 
sink Bons t. Its sanitary “waveline” design eliminates dirt-catch- 


ing crevices. 

It ain mixer. Through the single nozzle water can be 
drawn hot. tepid or cold. 

The inlet flanges are $ inches center to center, to fit boas. 
ard drillings on sink backs. This ee — faucet suitable for 
sinks already in use, as well as for pew o1 

As indicated & the lines: the poetic mye A can be tutned 
from one sid» to the other and when not in use be pushed back. 

A check in the swing joint keeps the nozzle from striking 
the back 

Another feature is the faucet’s snugness to the back, per 
mitting full use of ae sink space yet allowing amplé room for 
cleaning the back and faucet 

The nickel-plated surface Y hard and wear-resistant and 
takes a fine finish closely resembiing polished silter. 

vith the * "Quaker" * faucet, the kitchen sink can be made su- 
preme for convenien 


Price $10.00 
owar 


3—Here is an example of good hardware 
specialty advertising. The copy creates 
a desire for ownership 











amount of newspaper advertising. We 
believe this is a mistaken policy, or 
rather it might be termed lack of pol- 
icy. Many of these specialties would 
develop into big sellers if they were 
properly introduced through judicious 
newspaper work. 

As an example of what we mean, 
consider this ad sent us by William 
Ludlum, adman for Howard’s, Mt. Ver- 
non, N. Y. This features a most de- 
sirable specialty—one that would add 
greatly to the convenience of kitchen 
work. The housewife draws water for 
a score of purposes and now she needs 
hot water, now cold, now warm. With 
this mixer faucet, a turn of the wrist 
would provide any temperature desired. 

All this is well explained by the copy 
which is a direct effort to popularize 
and sell the faucet. Our only criticism 
of the ad is that the price is set in too 
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large type. Some readers might note 
the heading, shift the eye to the price 
and then pass by without reading, 
thinking the price was high but not 
realizing the convenience it affords. 
Apart from this, the ad is our idea of 
how a hardware specialty should be 
presented through the newspaper. 

Look over some of your specialties 
that have not been selling well, try out 
a few ads such as this one of Howard’s 
and the results, we are certain, will 
encourage you to devote more news- 
paper space to specialties. 


Getting Unusual Display Strength 


No. 4 (3 cols. x 14 in.) 

This ad was sent us by the Haynes 
Hardware Co., Emporia, Kan. For 
some time past the Haynes company 
has gone after the washer business 
through the medium of unusual news- 
paper ads of fairly large proportions— 
3 column and 4 column sizes. The ad 
shown herewith created a great amount 
of comment, the firm even receiving let- 
ters mentioning the striking display 
and how the idea was forcibly intro- 
duced by this means. 

In this connection, we quote from a 
letter received from Charles L. Haynes. 
He says: “The results of our advertis- 
ing show us how our ads appeal to the 
reader and enable us to decide upon 
the type of copy and illustration that 
will appeal to our community. 

“Many hardware advertisers make 
little or no effective use of illustration, 
for the reason that the electros used 
seldom carry a direct suggestion or 
punch to jog or startle the reader. 

“Our methods of display are not orig- 
inal or unusual, but they have given 
us a wonderful insight into the pos- 
sibilities of making our ads reach far- 
ther and grip harder, all of which is 
more important now than ever before. 

“Many merchants fail to realize the 
value of a ‘stunt’ and we admit we 
have let many good opportunities pass 
by without cashing in, but this year we 
expect to take every opportunity to 
push our business to the limit.” 

Mr. Haynes’ ideas are those of a 
progressive merchant who is deter- 
mined to search for and utilize new 
ideas. The unusual appeal of this 
washer ad, and of those in the whole 
Haynes washer campaign, get atten- 
tion, hold interest and create the buy- 
ing desire. Who can read this ad, for 
example, without getting a new angle 
on the wash-day situation. It is ad- 
dressed to men and after reading it a 
man is willing and anxious to get one 
for his wife. The payments are easy, 
so that the investment is spread over 
a period. 

It is through ads like this, rather 
than by mere descriptive copy that the 
Haynes people have built up an en- 
viable washer business. 


Stanley Detail Manual 


The Stanley Works, New Britain, 
Conn., are distributing to architects 
and builders’ hardware men a_ book 
showing detailed drawings of Stanley 
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products, accompanied with descrip- 
tions of each. Contents show ball 
bearing butts applied to different doors 
and jambs. 
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Washing 


To the Men Who Help With the 
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This book is divided into five differ- - 
ent sections, devoting space to bronze 
and steel butts, bolts, blind and shut- 
ter hardware, garage hardware, etc. 


= 


estan Mas 








hefping the wife with the washing. 


er than you can. 


because you did it, 


it alone with a 
NUP 
ONEMSHE 


10-20 Titan 
Tractor 
$795 Deliv'd. 
3-base plow 
Free, on de- 
liveries before 

L May 1. 
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Emporia 


SHEHESNHSHSNENSNSHENSNEHSNSNZNEKINSNLNLSNLSNENSNENEN SWLNSNxNSNSNLNSWLWSNRWENSASN 


Pictuse yourself helping to do the washing every Monday 
You can hire this work done for less than 5 cents an hour 
with a One Minute electric or power washer, 


Wash Men! You indeed deserve honor and-credit for your physical effort in 


You will admit you don’t. like it, then why so inconsistent. It costs less than 
5 cents an hour to run a One Minute; it washes and wrings faster and clean- 


You may be a help, but we venture to say, friend wife would-rather have-a- 
One Minute than to have a grouchy husband, grouchy from Friday to Mon- 
day because you know what’s coming, grouchy from Monday until 


TAKE THIS TIP, AND GET WISE 





The Wife will be glad to do 


R 
AYNE? 


616~622 COML. PHONE 105. 
THE WINCHESTER STORE 


Americus 


Friday 








You may think you 
cannot afford to buy a 
One Minute, but really, 
once you know the 
pleasure of having one 
in your home, you'll 
wonder wh} you ever 
made a machine out 
of yourself 

Talk it over with 
wile if you want to, 
but say, it will please 
her more if you come 
right in and pick it 
out 


the 


Our payment plan 
makes it easy 
$10.00 Down 

$10.00 a Month 

’ oe iy 

10-20 Titan 
Tractor 

e $795 Deliv’d 

8-base plow 

Free, on de- 

liveries before 
May 1. 








SNZWNSNSWNLNLNSNLHSNSALHNTWENLNS SHEWNSHSHENENENSHENNSNLNSNSNLHANLWLNSWLVZVSyMey 


cateeiigiiianmninal 
Hartford 


4—The unusual display ideas of the Haynes washer ads have helped the firm to 
build up a fine washer business 
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MARKET REPORTS 


on TRADE CONDITIONS 


IN HARDWARE, IRON AND STEEL, ETC. 


A REVIEW OF THE WEER’S BUSINESS, WITH NOTES ON TENDENCIES PREVAILING IN VARIOUS TERRITORIES 
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NEW YORK 


Effecis C ONFLICTING statements regarding 
o A the effects of the railroad shopmen’s 
Strike strike, in this district, tend to obscure the 
actual situation. Railroad executives de- 
clare that only slight readjustments have 
been necessary on the regular train schedules. Repre- 
sentatives of the shopmen state that the effects of the 
strike so far have been more serious than the railroad 
executives are willing to admit. None of the manufac- 
turers or jobbers interviewed, last week in the local 
market, has experienced any serious difficulties in shipping 
merchandise. Some of the manufacturers say, however, 
that they have been advised by railroad officials that some 
delay in freight shipments may be caused by present con- 
ditions. The reported shortage of coal is causing some 
slight apprehension, it is said, among manufacturers. 


ICK-UP business is vigorously active 

in the local wholesale market. Orders 

are numerous, but small. Carpenters’ tools, 

ice cream freezers, nails and hay forks were 

especially active during the pasl week, according to job- 
bers’ statements. 


Present 
Demands 


NE of the local jobbers stated last 
week that a few new retail hardware 
stores are about to be opened on the out- 
skirts of the city. No direct information, 
however, is as yet available concerning the nature of 


New Stores 
Opening 


Price ASH cord advanced 2 to 8 cents a lb. 
Changes kJ base, last week in the local market. 
and This was the only major price change re- 
ported by local jobbers. Every indication, 
however, points to advancing price tend- 
encies. Jobbers, salesmen and retailers in- 
terviewed expressed the opinion that prices generally may 
be expected to advance. The reasons on which they base 
this opinion are: the fuel shortage; the railroad strike, 
the stiffening tendency in the steel market, and the re- 
ported labor shortage. 


Labor \/ANUFACTURERS and jobbers in 
Shortage ~ this territory complain about what 
they term “a serious shortage of both 
skilled and unskilled labor.” According 
to statistics, employment during June in the factories of 
New York State increased 2 per cent compared with May 
figures. It is reported that “the outstanding increase of 
the month was in the metal and machinery industries.” 


The Steel I OCAL jobbers state they have reason 
Barometer + to believe that manufacturers will ex- 

perience difficulty in getting steel during 

the last quarter of this year. Price tend- 
encies in the iron and steel markets are stiffening. Light 
steel rails advanced during the past week from 1.70c. to 
1.75c. per lb., Pittsburgh. Some of the large hardware 
manufacturers are reported to be ordering their potential 


Tendencies 


these stores. 


Axes.—Some of the local jobbers re- 
ported a number of small orders in this 
line for fall shipment. Prices are firm 
and stocks are said to be well balanced. 


Jobbers’ quotations, f.o.b. New York: 

Ordinary grade handled axes, 3 to 4 Ib., 
$13.25 per doz. net; 3% to 4% Ilb., $13.75 
per doz, net; 4 to 5 lb., $14.25 per doz. net; 
4% to 5% Ib., $14.75 per doz, net; 5% 1 
solid, $15.50 per doz. net. 

Flint edge Rockaway pattern axes, 3 to 4 
Ib., $15.25 per doz. net; 3% to 4% Ib., 
$15.75 per doz. net; 4 to 5 Ib., $16.25 per 
doz, net. 

Connecticut pattern axes, 3 to 3% Ib., $15 
per doz. net; 3% to 4 Ib., $15.50 per doz. 
net; 4 to 5 lb., $16 per doz. net. 


Bolts and Nuts.—Interest is consist- 
ent, stocks fair and prices firm. 


Jobbers’ quotations, f.o.b. New York: | 

Square nuts, 4 in., 16c. per Ib.; 5/16 in., 
15c. per Ib.; % in., 138c. per lb.; 7/16 in., 
12c. per Ib.; % in., lle. per lb.; % in., 10c. 
per lb.; % in., 9c. per Ib. 

Common carriage bolts, % x 6 in. and 
smaller, 40 and 10 per cent to 40 per cent; 
larger and thicker, 40 and 10 per cent to 40 
per cent, 

Machine bolts, %& x 4 and smaller, 50 and 
10 to 50 per cent off; longer and thicker, 
50 and 10 to 50 per cent. 

Lag screws, 50 to 50 and 10 per cent. 

Semi-finished hexagon bolts, 9/16 and 
smaller, 70 per cent; larger and thicker, 65 
per cent. 

Tinners’ rivets, 50 and 10 per cent. 

Hexagon machine screw nuts, iron, 45 per 
cent, brass 4/32 x 14/20, 75 per cent from 
new list. 


steel requirements now for the balance of the year. 


Toggle bolts, steel bright finish, 75 per 


cent. 
Stove bolts, 75 and 10 to/80 and 10 per 
cent. 

Iron rivets, 50 and 10 per cent. Solid 
copper rivets, 40 per cent. 

Lock washers, 3/16 to % in., 70 and 10 
per cent; 9/16 to % in., 60 per cent; 11/16 
to 1 in., 40 per cent. 


Canning Supplies.—Increasing inter- 
est is reported for these articles. Prices 
are steady and stocks are believed to 
be well assorted. 


Jobbers’ quotations, f.o.b. New York: 

Extension fruit and jelly strainers, No. 0, 
$1.25 per doz.; No. 2, $2.50 per doz.; No. 3, 

.25 per doz. Canning racks, $5.50 per 

.: Good Luck jar rings, 80c. per gross; 
Good Luck mason jar rubbers, 75c. per 
gross, in 12 gross lots. 

Berry hullers, 35c. per doz.; fruit jar 
wrenches, 85c. per doz.; stainless steel 
knives, $2.75 per doz.; apple parers, $14.50 
per doz, 

Preserving kettles, aluminum, ranging 
from 2%-qt. to 17-qt. in size, are quoted 
from $8.40 to $34.44. Covers for same are 
quoted from $2.40 to $6. 


Cider Presses.—A more aggressive 
interest seems to be developing gradu- 
ally for cider presses of all grades. 
Stocks are fair and prices stiff. 


Jobbers’ quotations, f.o.b. New York: 

Cider Presses.—8% x 10 in. tub, 1 in. 
screw, weight 50 Ib., $6.25 each; 10% x 12 
in. tub, 14% in screw, weight 70 Ib., $7.35 
each; 11% x 12 in, tub, 1% in. screw, 
weight 90 Ib., $9.45 each; 13 x 14 in, tub, 


1% in. screw, weight 125 Ib., $12.25 each; 
berry crusher, weight 20 lb., $6.15 each. 


Crab Traps and Nets.—Water front 
dealers are actively in the market. 
Pick-up business is said to be “flour- 
ishing” for these articles. Stocks are 
said to be adequate and prices are very 
firm. 


Jobbers’ quotations, f.o.b. New York: 

Crab traps, regulation size, $3 to $8 per 
doz.; long handle crab nets, $3.50 per doz. 

Galvanized Pails —A small but con- 
sistent demand prevails for galvanized 
pails. A rumor about price advances 
was heard in the market last week, but 
no information could be obtained from 
local jobbers about the cause of its 
origin. 

Jobbers’ quotations, f.o.b. New York: 

Light galvanized pails, 8-qt., $2.15 per 
doz. ; 10-qt., $2.35 per doz.; 12-qt., $2.50 per 
ya 14-qt., $2.85 per doz. ; 16-qt., $3.45 per 

OZ. 

Heavy galvanized pails, 12-qt., $3.35 per 
doz. ; 14-qt., $3.75 per doz.; 16-qt., $4.60 per 
doz. 

Hay Forks.—Vigorous buying was 
reported in this line last week. Most 
of the interest comes from the rural 
sections. Prices are stiff and stocks 
are said to be good. 


Jobbers’ quotations, f.o.b. New York: 
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Hay forks, 2 tines, 514-ft. bent handle, 
$11.50 per doz.; 3 tines, 4%4-ft. straight 
handle, $10.50 per doz.; 3 tines, 5-ft. bent 
handle, $11.60 per doz. 

Ice Cream Freezers.—These articles 
are very much in demand at the present 
time. Prices are firm and stocks are 
said to be in good condition. 

Jobbers’ quotations, f.o.b. New York: 

Triple motion freezers, 1-qt., $2.43 net; 
2-qt., $2.83 net; 3-qt., $3.37 net; 4-qt., $4.13 
net; 6-qt., $5.23 net. 

Vacuum freezers, 1-qt., $2.67 to $3.33 net; 
2-qt., $4 net; 4-qt., $6.67 net. 

Ice Tongs.—lInterest is still strong 
for these items. Firm prices and bal- 
anced stocks are reported. 


Jobbers’ quotations, fo.b. New York: 

Ice tongs, New York pattern, 11 in., $9 
to $11.40 per doz.; 14 in., $11.50 to $13 per 
doz.: 17 in., $13.50 to $16.20 per doz.; 15 
in.,, Boston pattern, $14.50; 17 in., $16.50; 
20 in., $18.60; 24 in., $21.60 per doz. Prices 
differ according to quality. 

Lanterns.—Only a moderate amount 
of interest seems to exist at the pres- 
ent time for lanterns. Jobbers, how- 
ever, predict a good fall business. 


Jobbers’ quotations, f.o.b, New York: 

Hy-Lo tin lanterns, $7.50 to $8 per doz. 
Victor tin lanterns, $8.25 per doz. Monarcn 
tin lanterns, $8.25 per doz. Little Star 
tin lanterns, $8 per doz. O. K. tin lanterns, 
$9.25 per doz. Royal tin lanterns, $9.75 
per doz. Junior tin lanterns, $8.60 per doz. 
Junior brass lanterns, $15.75 per doz. No. 2 
Blizzard tin lanterns, $13 per doz. Same 
with brass fount and top, $19 per doz. 
Large fount Blizzard lanterns, $14.25. 
Little Wizard tin lanterns, $9.85. De-Lite 
tin lanterns, $13. Junior wagon lantern 
with bull’s eye lens, $17.25. Roadster wagon 
lanterns, $18.25. Eureka driving lantern, 
with plain lens, $17.50. Watchmen’s mill 
lanterns, enamel finish, $22 per doz. Bliz- 
zard mill lantern, enamel finish, $31 per 
doz. Boy Scout lanterns, height over all 
7% in., fount capacity 10 hours, $6 per doz. 

Lawn Rakes.—A strong interest de- 
veloped last week for these articles. 
Prices are firm and stocks good. 


Jobbers’ quotations, f.o.b. New York: 

Lawn rakes, 14 teeth, 3 aluminum bows, 
$7 per doz.; 18 teeth, 2 wooden bows, $5 
per doz.; 22 teeth. 3 wooden bows, $6 per 
ae 24 teeth, 3 aluminum bows, $7.50 per 
oz. 


Linseed Oil.—Further price advances 
are said to expected in the local mar- 
ket. Local stocks are not large. The 
general attitude of buyers is conserva- 
tive. 


Prices to dealers, f.o.b. New York: 
Linseed oil in lots of less than 5 bbl., 96c. 


NDICATIONS in the hardware mar- 

kets throughout the country point to 
an active fall demand, stiffer prices and 
healthier business conditions generally. 
Apprenhension exists among jobbers in 
many parts of the country about short- 
ages in merchandise as a result of the 
coal situation. The fuel shortage in the 
Pittsburgh district is reported to be 
affecting some of the large steel mills. 
Price tendencies in both the steel and 
hardware markets are pointing up- 
ward. Shortage’ in both skilled and 
unskilled labor are reported by some of 
the large eastern hardware manufac- 
turers. 

In the Chicago district the railroad 
strike is reported to have held up de- 
liveries of merchandise during the past 
week. Chicago jobbers report improve- 
ment in current sales, and an increase 
in orders for fall shipment. The build- 
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per gal. In lots of 5 bbl. or more, 93c. per 
gal. Boiled oil is 2c. extra. Double boiled 
oil is 3c. extra, and oil in half bbl. is 5c. per 
gal. additional. 


Nails.—The present market is active. 
Some jobbers say that they anticipate 
price advances in the near future. 
Stocks are said to be good. 


Jobbers’ quotations, f.o.b. New York: 
Wire nails, $3.35 base per keg. Cut nails, 
$3.90 base per keg. Coated nails, $3 to 
$3.15 base per keg. Wire nails and brads, 
in small lots, 75 to 10 per cent off list. 
Roofing nails, per 100 Ib.. $6.55 for gal- 
we and $4.55 plain. This applies to 
x 12, 


Roofing Paper.—Keen interest, fair 
stocks and firm prices characterize this 


line. 
Jobbers’ quotations, f.o.b. New York: 


Roofing paper, 35-lb. roll, 79c. per roll; 
45-lb. roll, $1.30 per roll; 58-lb. roll, $1.70 
per roll. 


Hard felt, 60-lb. standard roll, $1.40 per 
roll; red sheathing paper, 36 in. wide, 500 
sq. ft. in a roll; 25-lb. roll, 65c. per roll, 
and 30-Ib. roll, 80c. per roll. 

Rope and Twine.—Little active buy- 
ing is reported in this line. Competi- 
tion among sellers is keen, and price 
shading is alleged to be more or less 
common in the local market. 

Jobbers’ quotations, f.o.b. New York: 

Manila rope, No. 1 grade, 18c, to 19%c. 
per lb. Hardware grade, léc. per lb. Sisal, 
No. 1 grade, 15c. per Ib.: sisal, No. 2 grade, 
13c. per Ib. Bolt rope, 22c. per Ib. 

Lath yarn, 13c. to 15c. per lb. Jute wrap- 
ping twine, 20%c. to 25%c. per lb. India 
kemp twine, No. 6, 16c. to 18c. per Ib 

Sash Cord.—An average advance of 
about 3 cents became effective last 
week. Prices on sash cord vary accord- 
ing to grade. Interest is reported to be 
active. 

Jobbers’ quotations, f.o.b. New York: 

Prices on sash cord vary according to 
quality and brands. The average quotation 
in the local market for the highest grade is 
from 38 to 40c. base per Ib. 

Screws.—Small but steady demands 
feature this line. Brass wood screws 
are still difficult to get in any large 
quantities. For the most part jobbers’ 
stocks are said to be in fair condition, 
and prices continue firm. 


Jobbers’ quotations, f.o.b. New York: 

Wood screws, iron bright, flat head, 80 
and 5 per cent; same with round and oval 
head, 77% and 5 per cent; iron blued, flat 
head (add 5 per cent to net amount of in- 
voice). 80 and 5 per cent; iron blued, round 
head, 77% and 5 per cent; brass, flat head, 


Weekly Market Summary 


ing boom in the Middle West is believed 
by authorities to have reached its peak. 

An increase in jobbing business and 
a more optimistic sentiment is observ- 
able throughout New England. Mill 
supplies are said to be in active de- 
mand. Fall ammunition orders are 
numerous. Sash cord advanced from 2 
to 5c. per lb. base. 

Haying tools and builders’ hardware 
are the principal lines that are in de- 
mand at present in the Pittsburgh dis- 
trict. Rumors persist that price ad- 
vances in the nail market are to be ex- 
pected. Conduit pipe was advanced in 
the Pittsburgh district $4 a ton. Sad 
irons are reported to have been reduced 
about 10c. a set. 

In the New York and Philadelphia 
districts jobbers report numerous, but 
small orders. Seasonable goods such 
as ice cream freezers, haying forks and 
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75 and 5 per cent; brass, round and oval 
head, 72% and 5 per cent. 

Rolled thread machine screws, stove, iron, 
flat and round, No. 2 and No. 3, 60-10-10 
per cent; No. 4 and larger, 70-10-5 per cent; 
fillister, No. 2 and No. 3, 55-10-5 per cent; 
No. 4 and larger, 60-10-10 per cent. Brass, 
flat and round, No. 2 and No. 3, 55-10-5 per 
cent; No. 4 and larger, 60-10-10 per cent; 
fillister, No. 2 and No. 3, 50-10 per cent; 
No. 4 and larger, 55-10-5 per cent. 

Cap screws, 75 and 10 per cent; set 
screws, 80 per cent. 


Shovels.—A slight lessening in de- 
mand for these articles was reported 
last week. 

Jobbers’ quotations, f.o.b. New York: 

Fourth grade long handle shovels, round 
and square point, $11 per doz. 

Steel Barrows.—This line is still re- 
ported to be fairly active. Prices are 
firm. Stocks are said to be somewhat 
broken. 


Jobbers’ quotations, f.o.b. New York: 

Steel contractors’ barrows, with wooden 
frame, 3 cu. ft. capacity, $63.75 per doz. 
Concrete barrows, steel tray with wooden 
handles, 3% cu. ft. capacity, $84 per doz. 
Tubular steel barrow, 3 cu. ft. capacity, 
$102 per doz.; 4% cu. ft. capacity, $111 per 
doz.; 6 cu. ft. capacity, $154 per doz. 


Stove Pipe.—JInterest is potential 
rather than active. Prices are stiff, and 
advances are expected by some of the 
local jobbers. 


Jobbers’ quotations, f.o.b. New York: 
Black iron stove pipe, No. 28 gage, 12 


lengths in a bundle, 4-in., $1.60 per doz. 
lengths net; 4™% in., $1.75 per doz. lengths 
net; 5 in., $1.95 per doz. lengths net: 5% 


in., $2.25 per doz. lengths net; 6 in., $2.50 
per doz. lengths net. 


Wire Goods. — There is still a good 
seasonable demand in the local market, 
which is shown principally in the vol- 
ume of “pick-up” business. Prices are 
firm and stocks believed to be adequate. 


Jobbers’ quotations, f.o.b. New York: 
Poultry netting, galvanized after weav- 


ing, factory shipment, 50, 5 per cent: from 


New York stock, 45 to 50 per cent. Poultry 
netting, galvanized before weaving, factory 
shipment, 50-10-5 per cent. 

Square mesh wire cloth, 3 x 2, New York 
stock, $4.50 to $5 per 100 sq. ft. 

Window Glass.—Building contractors 
are still active in the market, especially 
for the cheaper grade glass. Prices 
are firm and stocks fair. 


Jobbers’ quotations, f.o.b. New York: 

A single, 84 per cent; B single, 86 per 
cent; A double, 85 per cent: B double, 88 
per cent. List of March 1, 1913. 


electrical specialties are in good de- 
mand. The outstanding price change 
of the week was an advance of from 2 
to 3c. per Ib. in cotton sash cord. 

Cincinnati jobbers report reductions 
of 5 per cent on sleds, and 50c. per 100 
lb, on dynamite. Bolts and nuts, Weed 
chains, as well as sash cord and 
linseed oil were reported as to have 
been advanced. A good general demand 
is said to prevail in the Cincinnati dis- 
trict, especially for farm implements. 

Conditions in the Twin Cities terri- 
tory are not particularly active, al- 
though a consistent demand prevails 
for staple goods. No marked business 
improvement is expected until the crops 
have been harvested. 

Reports from other sections of the 
country indicate activity in seasonable 
goods and advancing price tendencies 
in many lines. 
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Office of HARDWARE AGE, 
1505 Otis Building, 
Chicago, Ill., July 15. 
have 


O radical price changes 

been announced locally. Indi- 

cations tend to point to firmer 
markets in many hardware lines. 
These firmer tendencies have been very 
manifest ever since the building boom 
started and business picked up. The 
mills still have heavy bookings and 
their operating costs have been con- 
tinually increasing. Labor has been a 
little hard to obtain and the coal strike 
has added a heavy burden as well as 
boosted the prices of this essential com- 
modity. 

The rail strike is beginning to be 
felt in the slowing up of deliveries. 
The mail service has also been affected 
and deliveries in this section have been 
late this week. The largest increase 
of the present year in steel orders has 
been reported and all buyers are urg- 
ing for prompt delivery to finish jobs 
and to get the material on hand should 
the coal and rail strike assume more 
serious proportions. 

Chicago faces an elevated and sur- 
face street car strike and with the 
suburban transportation reduced as 
low as possible, the automobile will be 
the chief means of transportation for 
the hundreds of thousands of workers 
in this city. A few years ago a strike 
was declared on the surface lines but 
the elevated roads were not affected 
and people could manage, bui if both 
the elevated and the street lines go 
out, the general business and industry 
of Chicago will be seriously hampered. 


There are certain indications which 
would tend to show the building boom 
in this city has about reached its peak. 
However, it cannot be stated positively 
to be a fact as there are so many diffi- 
culties to be surmounted in starting 
new operations at this time that they 
are possibly being held up until things 
are more settled. There was a great 
rush for finishing hardware at the May 
moving time and contractors were 
rvshing their jobs to finish by that date. 
Just now there is not the pressure for 
apartments but October first will see 
many people moving into new places 
and again the contractors will rush 
their work to be finished by that date. 

Crop conditions continue to look very 
favorable in this section. The recent 
rains, which broke the 40-day drought, 
kas helped the corn. Many farmers 
are threshing and the wheat yield is 
said to be satisfactory although a little 
under what it was estimated. The in- 
creased buying power and confidence of 
the farmer is being felt very strongly 
and building operations have just 
begun to get started in the smaller 
communities. 

Due to better conditions in the South, 
the local distributors have noticed a 
very substantial increase in business 
from that section. 

Some have advanced the theory 
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that automobile production has about 
reached the highest level it would 
reach this summer as deliveries were 
catching up with orders. If building 
operations are going to slacken and 
the auto makers are not going to buy 
larger quantities of steel it may mean 
slightly lower prices all along the iron 
and steel lines providing the coal and 
rail strikes are settled in a short time. 
There is nothing definite yet to indicate 
early settlements of the labor troubles 
or that steel and iron will not be de- 
manded in greater quantities than at 
the present time and until such things 
become realities the market is most 
likely to continue its upward trend. 

Due to the holiday and slow mails, 
the hardware business of this section 
was less than last week and future 
business will depend entirely upon an 
early settlement of the three strikes 
should they assume proportions that 
menace the proper carrying on of busi- 
ness. 

Ammunition.— Ammunition future 
orders are being shipped now. Ammu- 
nition factories report a surplus of or- 
ders which were held back until the 
reduced freight rates became effective 
July 1. Dealers should order now to 
insure delivery at the opening of the 
shooting season. 

Automobile Accessories.—Favorable 
motoring weather has increased the al- 
ready good sales. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: No. 46 Reliable jacks, $2.65 each; 
lots of 10, $2.55 each; twin-cylinder foot 
pumps, $1.35 each; doz, lots, $15; Simplex 
jacks, No. 36. $1.75 each; doz. lots, $1.60 
each; Weed chains, single lots, 25 per cent 
discount; doz. lots, 3344 per cent discount; 
red inner tubes, 30 x 3%, $1.90 each; gray 
inner tubes, 30 x 3%, $1.35 each; Hercules 
giant plugs, 6%c, each; Hercules junior 
plugs, 35¢c. each: Bethlehem spark plugs, 
36c. each: Bethlehem spark plugs, mica 
type, 60c. each; Bethlehem spark plugs, 
standard porcelain type. 58c.; Splitdorf 
plugs, 58c. each; lots of 100, 56c. each: 
Splitdorf plugs, special for Fords, 50c. each: 
lots of 100, 48c, each; Champion X plugs, 
45c. each: lots of 100, 48c. each; Champion 
0 plugs, 53c. each: lots of 100. 50c. each; 
Ford fan belts, extra quality, 22c. each. 


Axes.—Orders for fall delivery are 
continuing in fair volume. Prices were 
recently reduced, but are not yet con- 
sidered low—and “leaders” still com- 
mand most of the sales. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: First qualitv single bitted un- 
handled axes, 3 to 4 Ib., $10.50 doz. base; 
double bitted, $15.50 doz. base; good quality 
black unhandled axes, same weight, single 
bitted, $9.50 doz. base; single bitted handled 
axes, $11.25 to $18.50 per doz., according to 
quality and to grade of handle. 


Bicycles and Tires.—Sales are still 
considered low. Sales of sundries is 
good. 

Bolts and Nuts.— No further ad- 
vances this week in the local market. 
Sales are good. 


We quote from jobbers’ 
Chicago: Large carriage bolts. 50-5 per 
cent off list: small carriage bolts, 60 per 
cent off list; large sized machine bolts, 
§0-10-5 per cent off list; small sized ma- 
chine bolts, 60-10 per cent off list: all stove 
bolts, 80 per cent off list; all lag screws, 
60 per cent off list. 


Builders’ Hardware. — Factories are 
behind with orders and report business 
coming im excess of their capacity. 


stocks, f.o.b. 
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Prices are firm and there is talk of ad- 
vances in various lines. 

Chains.—Sales have been very active 
on all weldless types of light chains. 
Factories report themselves very busy, 
with prices low. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: %-in. proof coil chains, $8 per 100 
lb.; weldless coil chain, 50-10 per cent off 
list; No. 00, 4% electric welder cow ties, 
$2.65 per doz, 


Cider—Fruit Presses.—Orders are 
coming in and the enormous fruit and 
vegetable crop indicates more than 
usual demand. Factories expect to be 
crowded to fill orders. 

Copper Rivets and Burrs.—Prices are 
strong and demand is unusually good. 
These goods are selling close to pre- 
war basis and are considered low. 

We quote from jobbers’ stocks, 
Chicago: Copper rivets and burrs, 
cent discount. 

Cutlery.—Sales on all grades are 
showing an improvement. Butcher 
knives are in good demand as the sea- 
son will soon be at hand and dealers 
are getting ready. Cheap table cutlery 
has started moving to rural communi- 
ties. Scissors and shears show im- 
provement, due to summer sewing and 
repairing which the economical house- 
wife is doing. 

Eaves Trough and Conductor Pipe.— 
Demand is very active, and in view of 
recent advances on sheets, higher prices 
are looked for. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: 29 gage, 5-in. lap joint eaves 
trough, $4.30 per 100 ft.; 29 gage, 3-in. cor- 
rugated conductor pipe, $4.50 per 100 ft.; 
— corrugated conductor elbows, $1.36 per 

OZ. 

Files.—Sales are 
and prices are firm. 

We quote from jobbers’ stocks, f.0.b. 
Chicago: American files, 70 per cent off list; 
Nicholson files, 50-10-10 per cent off list; 
Disston files, 50-10-10 per cent off list; 
Black Diamond files, 50-10 per cent off list. 

Galvanized Ware.— With manufac- 
turers holding for their June advances 
in prices, the distributors’ extreme 
prices are being withdrawn as their 
low priced stocks are exhausted by the 
continuous heavy buying of retailers. 

Glass and Putty.—There are pros- 
pects for greater increases in demand 
with the approach of late summer and 
early fall. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Single strength and single 
strength B, up to 25-in. bracket, 85 per cent 
off. Single strength A and single strength 
B, over 25-in. bracket, 85 per cent off. 
Double strength A, all brackets, 85 per cent 
off. Double strength B, all brackets, 87 
per cent off. Putty in 100-lb. kits, $3.65; 
commercial putty, $3.60; glaziers’ points, 
Nos. 1, 2 and 3, one doz, packages, 65c. 

Hammers.—A good demand contin- 
ues for all grades and no price changes 
have been recorded. 

We quote from jobbers’ stocks, f.0.b. 
Chicago: No. 11% first quality nail ham- 
mers, $12 per doz.; Competitive forged nail 
hammers, $6 to $9 per doz.; cast steel ham- 
mers. $4 per doz. 

Hatchets.—The demand is steadily 
better and is especially good on the 
popular priced goods. No recent change 
in prices has been noted. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Size 2, extra quality broad 
hatchets, $16 doz.; Competitive grade, $12 


f.o.b. 
50 per 


considered good 





July 20, 1922 


doz.; warranted shingling hatchets, $12 
doz.; Competitive forged shingling hatchets, 
$8 doz. 

Hickory Handles.—Prices on this 
market are exceptionally favorable, 
which insures a continuance of the un- 
usually good demand. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: No. 1 hickory axe handles, $3 
doz.: No, 2, $2 doz.; finest selection second 
growth white hickory, $6 doz.; special white 
growth second hickory, $4.50 doz.; No. 1 
hatchet and hammer handles, 80c. doz.; 
second growth hickory hatchet and ham- 
mer handles, $1.20 doz. 

Hose.—Stock is in fair condition and 
sales keeping up very well. This has 
been an excellent season for sale of 
hose. Factories working two shifts 
and still behind their orders. No re- 
duction looked for in molded hose. 
Some sections have not had large hose 
sales, but this section at one time was 
almost in famine state, but stocks are 
improving. Reels are also hard to ob- 
tain. 

We quote from jobbers’ 
Chicago: %-in. molded reel hose, good 
quality, 13%c.; %-in. 3-ply good quality 
duck hose, 13%c.; %-in. 4-ply good quality 
duck hose, 16c. 

Ice Cream Freezers.—Sales are quite 
satisfactory and factories are falling 
behind on shipments. 

We quote from jobbers’ stoclks, f.o.b. 
Chicago: White Mountain, 1-qt., $2.45 each; 
2-at., $2.85 each; 3-qt., $3.45 each; 4-qt., 
$4.15 each: 6-qt., $5.25 each; 8-qt., $6.75 
each; 10-qt, $9 each: 12-qt., $10.80 each. 
Improved Arctic, 1-qt.. $1.90 each; 2-qt., 
$2.20 each; 3-at., $2.72 each; 4-qt., $3.40 
each; 6-qt., $4.30 each; 8-qt., $5.55 each. 

Ice Skates.—Dealers are sending in 
orders for fall delivery, remembering 
the difficulty they had last season in 
getting deliveries. There is an increase 
in sales on skating outfits for skates 
with shoes attached. ; 

We quote from jobbers’ stocks, f.o.b. 
Chicago: Key clamp rocker. men’s and 
boys’ bright finish, 70c. per pair; key clamp 
hockey, $1.03 wer pair: half key clamp 
hockey, women’s and girls’, 96c. per pair; 
half key clamp hockey, women’s and girls’, 
$1.26 per pair. 

Lawn Mowers and Grass Catchers.— 
There are still some sales, although the 
season is well advanced. Some makers 
have issued prices for next season, 
which are the prevailing quotations of 
the present season. They claim they 
really should be advanced because of 
increased cost of materials. 

We quote from jobbers’ stocks, f.0.b 
Chicago: 32-in., $5.20 each net; 14-in., 
$5.50 each net; 16-in., $5.85 each net; 18- 
in., $6.20 each net. Ball bearing lawn 
mowers, 4 blades, adjustable bearings, 8-in. 
drive wheel, finished in gold, aluminum and 
blue, 14-in., $7.50 each net; 16-in., $7.80 
each net; 10%-in. raised open drive wheel, 
4 tempered steel blades, reel 6-in. diameter, 
finished in aluminum, gold and green, red 
and gold striped, $9.50 each net. Same, 
16-in., $9.95 each net; same, 18-in., $10.45 
each net; 20-in., $11.15 each net. 

Grass catchers, wire frame, adjustable 
heavy iron bottom, white duck. for mowers 
12 to 16-in., $10.53 per doz. net. Same for 
mowers 16 to 20-in., $13.13 per doz. net. 

Nails.—Sales are holding up stead- 
ily and are exceedingly good for this 
time of the year. 
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We quote from jobbers’ stocks, f.o.b. 
vaasean: Common wire nails, $3.10 per keg 
ase. 


Oil Stoves.—Sales show a remark- 
able increase in this warm weather 
specialty. Dealers should keep up 
their displays. 

We quote from jobbers’ stocks, f.o.b. 
Chicago: 2-burner, less shelf, $10.85 éach; 
3-burner, less shelf, $14.25 each; 4-burner, 
less shelf, $18 each; 2-burner shelf, $3.50 
each; 3-burner shelf, $4.25 each; 4-burner 
shelf, $5 each. 

Ovens.—Portable ovens for oil and 
gas stoves have been in exceptionally 
heavy demand. Stocks are in good 
condition. 


Paints and Oil.—Linseed oil has been 
reduced. The market during the last 
few weeks has shown many fluctua- 
tions. Turpentine has_ recently in- 
creased. 


We quote from jobbers’ stocks, f.o.b. 


Chicago: Raw linseed oil, 1 to 4 barrels, 
$1.06 per gal.; boiled linseed oil, 1 to 4 
barrels, $1.08 per gal.; raw linseed oil, 5 
barrels Or more, $1.01 per gal.; boiled lin- 
seed oil, 5 barrels or more, $1.03 per gal., 
less 1 per cent ten days. Turpentine, $1.41 
per gal. (in barrels); Denatured alcohol in 
barrels, 39c. per gal.; strictly pure white 
lead, 100 lb. kegs, 12%4c. per Ib.; 50 Ib. kegs, 
12% c. per lb.; dry paste in barrels, 6c. per 
lb.; pure white shellac, 4 lb. goods in gal. 
cans, $4.75 per gal.; pure orange shellac, 
4 lb. goods in gallon cans, $4.25 per gal.; 
English venetian red, in barrels, $3.50 and 
$6.75 per cwt. 

Radio Equipment.—Sales have slowed 
up with the advent of summer, but 
wholesalers are building up their 
stocks, believing that a very great de- 
mand will start in September. 

Rope.—Sales are well above last sea- 
son and prices are firm and unchanged. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Highest quality manila _ rope, 
standard brands, 17%c. to 18%c. per Ib.; 
No. 2 manila rope, 16c. to 16%c. per Ib. 
base; so-called hardware grade manila 
rope, 12%c. lb.: No. 1 sisal rope, highest 
quality standard brands, 14%c. to 15%e. 
per Ib. base; No. 2 sisal rope, standard 
brands, 13c. to l4c. per Ib. base. 


Sash Cord.—Sales are good. Local 
prices are now lower than some manu- 
facturers are quoting. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: No. 7 sash cord, standard brands, 
$8.30 doz. hanks; No. 8 sash cord, standard 
brands, $9.75 doz. hanks. 


Sash Weights.—The volume of or- 
ders is ahead of the supply. Prices 
show a slight advance this week. 

We quote from jobbers’ stocks, 
Chicago: Sash weights per ton, $35. 

Screws.—The new lists were printed 
in HARDWARE AGE July 6. They show 
advances on smaller sizes and reduc- 
tions on larger sizes. Sales are very 
good. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Flat head bright screws, 82%-20 
per cent off list; round head blued, 80-20 
per cent off list; flat head brass, 771%4-20 
per cent off list: round head brass, 75-20 
per cent off list; japanned, 75-20 per cent 
off list. 


Solder and Babbitt Metal.—Sales 
volume is good and market is still high, 
both on lead and tin. 


BOSTON 


optimistic this week. Weather condi- 
tions have been much more favorable 
for the movement of seasonable mer- 
chandise than it was early in the 
month. The aggregate business put 


f.o.b. 
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We quote from jobbers’ stocks, f.o.b. 
Chicago: Warranted 50-50 solder, $23 per 
100 Ilb.; medium 45-55 solder, $22 per 100 
Ib.; tinners 40-60 solder, $21 per 100 Ib.; 
high speed babbitt metal, $18 per 100 Ib.; 
— No. 4 babbitt metal, $8.50 per 100 


Sporting Goods.—The demand for 
camp equipment has been very heavy 
this year. Camp stoves and camp fur- 
niture are items dealers should carry 
at this season of the year. There is 
also a very large demand for tennis 
and golf goods. Fishing tackle sales 
continue to be better than a year ago. 
The demand has slacxened, but there 
is a considerable volume being sold. 
Seine twine has advanced in price. 

Steel Goods.—Sales of hay and 
header forks very heavy and stocks are 
getting low. 

Steel Sheets.—Mills are very busy 
and prices are strong, with a feeling 
that further advances will ensue. Good 
orders for stock sizes can obtain figures 
somewhat below the general market 
figures, which follow: 


We quote from jobbers’ 
Chicago: 28 gage galvanized 
per 100 lb.; 28 gage black sheets, 
100 Ib. 


Stove Pipe and Elbows.—Shipments 
have commenced to the trade on the 
very record-breaking volume of future 
sales. Present prices are by some 
manufacturers reported as below cost 
end almost sure to advance later. 

We 


stocks, f.o.b. 
sheets, $5.45 
$4.45 per 


quote from jobbers’ stocks, f.o.b. 
Chicago: 6-in., 31 gage, $8.75; 30 gage, 
$9.60; 28 gage, $11.85: 26 gage, $14.30; 
6-in. elbows, 30 gage, $1.15; 28 gage, $1.30; 
26 gage, $1.55 per doz. 

Washing Machines. — Sales have 
shown an improvement every month 
this year. 

Wheelbarrows. Sales are fair— 
prices still unchanged, but strong. 


We quote from jobbers’ stocks, f.o.b. 
Chicago: Tubular handle, all steel barrows, 
$6.50 each; angle leg contractors’ barrows, 
$5.50 each; angle leg, garden barrows, $4.50 
each; competitive steel tray barrows, }4 
each. 

Wire Goods.—Business on all of 
these lines is very satisfactory. The 
wire cloth, season is about over, but the 
late business which started to come in 
about three weeks ago is very satisfac- 
tory. Stocks of barb wire and staples 
are now complete. Narrow widths of 
poultry netting are selling in good 
volume. . 

We quote from jobbers’ stocks, f.0.b. 
Chicago: No, 8 black annealed wire, $2.85 
per 100 lb.; galvanized barb wire, $3.75 per 
100 Ib.; 12-mesh black painted wire cloth, 
$1.85 per 100 sq. ft.; poultry netting, 56 
per cent off; galvanized after weaving, 51 
per cent off; catch weight spool galvanized 
eattle wire, $3.75 per 100 Ib.; 80-rod spool 
galvanized hog wire, $3.27 per spool; No. 8 
galvanized plain wire, $3.35 per 100 Ib. 


Wrenches.—Sales continue normal 
and the volume is considered good. 


We quote from jobbers’ 
Chicago: Agricultural wrenches, 
cent; engineers’ wrenches, 40 
knife handles, 50-10 per cent. 


stocks, f.o.b. 
60-10 per 
per cent; 


through this week is somewhat smaller 
than for the corresponding period last 
month, which should be expected in 
view of the advent of the vacation 
period. The actual turnover of mer- 
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chandise is considerably in excess of 
July, last year, although the difference 
in prices then and now make for a less 
favorable contrast when figuring in 
dollars and cents. Many retail dealers 
throughout New England are closing 
Wednesday or Saturday afternoons. 

In the wholesale heavy hardware 
market an unusually large number of 
orders are passing through individual 
jobbing houses each day. A very large 
percentage of these orders concern 
small amounts of stock so that little 
if any gain in the weekly turnover of 
iron, steel and other products is visible. 
But because of the appreciation in 
stock values red figures have dis- 
appeared from profit and loss accounts. 
Mill supply houses also are experiencing 
a large number of orders, mostly for 
small amounts of goods, but such 
wholesale firms are getting occasional 
good sized orders, in some instances 
from consumers as far north as 
Canada. The weekly sales, measured 
in volume, as well as in dollars and 
cents therefore is quite satisfactory. 
The slight setback in business ap- 
parently is confined to the shelf hard- 
ware field, but inasmuch as it is in 
keeping with the normal cycle of trade, 
jobbing houses are meeting conditions 
confidently. 

Comparatively few price changes of 
importance are noted this week. The 
few that have taken place without ex- 
ception were upward. The hardware 
trade in this territory some time back 
recognized the fact that the turn in 
hardware values had arrived. But un- 
til the last few days it was generally 
believed that the uptrend in values 
would be slow and orderly. Now, how- 
ever, it is beginning to be felt in spots 
that values this fall or sooner may ap- 
preciate faster than anticipated earlier. 
This feeling apparently is based on the 
realization that many producers of 
hardware have or soon will have 
reached the point where a_ general 
marking up in list prices will be neces- 
sary. The railroad strike coming on 
the heels of the prolonged coal strike 
is beginning to complicate the hard- 
ware industry in spots, is the belief. 
These complications will become more 
extended, say some of the jobbers, un- 
less our fuel and transportation prob- 
lems are soon solved. 

Ammunition.—Forward orders for 
all kinds of ammunition are beginning 
to filter into the jobbing market. About 
a month ago the jobbers officially 
opened their selling campaign for fall 
business, but the average retail dealer 
was too busy with other things to show 
much interest. The officials of Maine, 
New Hampshire, Vermont and Massa- 
chusetts are getting ready for a big 
fall hunting season. Various clubs and 
organizations have been helping in the 
breeding of birds, and owners of gun- 
ning stands along the shores of ponds, 
lakes, rivers and the ocean are, in 
many cases, already making plans for 
the late 1922 sport. Every indication 
therefore points to an opportunity for 
the retail hardware dealer to increase 
his ammunition sales this year. 
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We quote from Boston jobbers’ stocks: 

Ammunition.—Loaded shells, 25 and 1 per 
cent discount; rim fire cartridges, 25 per 
cent discount; center fire cartridges, 18 per 
cent discount. 


Batteries.—All things considered 
sales of batteries are up to expecta- 
tions. The automobile and motor boat 
owner is of course a big factor in going 
business just now, but there is a good 
demand in certain localities, at least, 
from summer people, who have dis- 
covered that old batteries are worthless 
and that bells will not ring unless new 
juice is provided. 


We quote from Boston jobbers’ 

Columbia.—In 
40c. each; in 
per hundred, 
per 100. 

Ignitor.—In 


stocks: 
lots of less than twelve, 
lots of twelve to fifty, $35.36 
in barrel lots of 125, $30.36 


lots of less than twelve, 40c. 
each; in lots of twelve to fifty, $35.36 per 
hundred; in barrel lots, $31.36 per 100. 
Fifty in box, Columbia, $30.74 per 100; 
Ignitors, $31.74 per 100. 

Hot Shot.—In barrel pt. No. 1461, $1.66 
each; No 1462, $1.66; No 1561, $1.98; No, 
1562, $1.98: No. 1662, $2.3 

Assortments. —No. D2, "335. 98 
D3, $42.25. 

Canned Heat.—The city trade in 
canned heat has fallen off somewhat, 
according to jobbers, but retail dealers 
doing business in those places where 
there is an influx of summer visitors 
are selling a fairly large amount. 
Bobbed hair very often has to be curled 
and young lady vacationists do not all 
patronize summer hotels were elec- 
tricity and gas for the curling iron are 
available. A little canned heat is a 
great friend to many on vacations, 
especially those who delight in camp- 
ing out. 

We quote from Boston 
Sterno, $10.80 per gross, in any quantity; 
Theroz, $14.70 per gross, in any quantity; 
No. 4006, 90c. per doz. net or $10.80 per 
gross; larger size, $2.10 per doz. Sterno 
cooking ware No. 4001, stand with boiler 
(small), $9 per doz.; No. 4041 (large), $24 
per doz.; 33% per cent discount. Tea 
kettle, with tray, $3.50 net each. Folding 
stoves, single burner, $24 per doz.: double 
burner, $30 per doz.; discount 3314 per cent. 

Theroz Cooking Ware.—Paragon burners, 
10c. each; No. 4 burners, $2 per doz.; Con- 
tinental (copper). $4 per doz.; Continental 
(nickel), $3 per doz.; blue flame stoves, two 
burners, $2.35 each; combination mess kits, 
$3.33 each. 

Clocks.—Jobbers announce that 
Royal clocks, made by the Waterbury 
interests, are now available at 65 cents 
in case lots, contrasted with 75 cents 
heretofore. Competition among some 
of the clock manufacturers has been 
and is quite keen. Most of them have 
managed to keep their plants operating 
on a fairly full schedule, but at the 
expense of profits. Jobbers are begin- 
ning to feel that the bottom in values 
has been reached and that prices here- 
after will have an upward tendency. 
They have accordingly been making 
greater effort to create business, and 
some of them are having considerable 
success. 

We quote from Boston jobbers’ stocks: 

Western line.—American, small lots, 98c. 
each, dozen lots 95c., four dozen lots, 92c.; 
Sleepmeter, small, $1.30, dozen $1.26, four 
dozen $1.22; Jack-o-lantern, small, $1.95, 
dozen $1.90, four dozen $1.85; Bunkie, small, 
$1.79, dozen $1.75, four dozen $1.68; Bingo, 
small, $2.11, dozen $2.05, four dozen $1.99; 
Big Ben, small, $2.28, dozen $2.21. two dozen 
lots $2.14; Baby Ben, small, $2.28, dozen 
$2.21, two dozen $2.14; Monitor, $3.25 each, 
$3.15 in dozen lots and $3.06 in two dozen 
lots. 

Waterbury line.—Royal, case lots, 65c. 
each, less than case lots, 80c. to 85c.; Call, 
small lots, $1.30, case lots $1.23; Vigilant, 
small lots $1.36, case lots $1.29; Daybreak, 


each; No. 
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small lots $1.74, case lots $1.65; Cyclone, 
small lots $2.33, case lots $2.21. 

Gilbert line. — Woodtime clocks, dainty 
assortment (six clocks), $11.70 for six. 


Cutlery.—Cross currents are noted 
in the cutlery market. For instance, 
jobbers report a falling off in the sales 
of razors. Pocket knives, which here- 
tofore sold well, have quieted down, 
and scissors and shears are moving in 
small lots only. On the other hand 
table cutlery, butcher and _ kitchen 
knives are selling very well, all things 
considered, and at least one jobber has 
booked some encouraging orders for 
carving sets for the holiday trade. 
Prices are reported as steady and un- 
changed. 


We quote from Boston jobnpers’ stocks: 
Carvers.—Landers, Frary and Clark line, 
ivory beef, $3 to $6 per set; ivory breakfast 
or game, $3 to $6; ivory bird, $2.20 to $3.50. 
Universal stag beef, $2.35 to $5.35, others 
as high 2s $16 per set; stag breakfast or 
game, $2.75 to $8.50, stag bird, $1.70 to 
3-4 Universal resistain, beef, $4.75 to 

$7.75. 

Kitchen Knives.— Landers, Frary and 
Clark line, No. 190 A, $1 per doz.; No. 230, 
$1.60; No. 331, $2; No, 1034, 90c. Kitchen 
knife assortments, No. 333A, $2 per doz. 
Cooks’ forks, No. 203, $3.25 per doz. Cooks’ 
knives, No, 3191-3, $5 per doz. Kitchen 
slicers, No. 2014, $4.75 per doz. Butchers 

No. 6, $2.45 per doz.; No. 8, $3.70; 

$5.75. Sticking knives, No. 200-6, 
$2. 50 per doz. Boning knives, No. 200-5, 
$2.15 per doz. Skinning knives, No. 200- 
4%, *. 50 per doz. 

Paring Knives.—Universal resisting, No. 
23004. $2 per doz.; No. 3250, $2.75 per doz. 

Scissors and Shears. — Heinish line, 
Straight trimmers, Japanned, No. 311, 5%- 
in., $11.80 per dozen; 6-in., $12.60; 6%4-in., 
$13.40; 7-in., $14.85; 8-in., $13.75; 81%-in., 
$16.55; 9-in., $20.75; 10-in., $24.30. Straight 
trimmers, nickeled, No. 312, 5%-in., $14.05 
per dozen 6-in., $14. 70; 6%4-in., $15.90; 7-in., 
$16.95; 7%4-in., $17.80; 8-in., $18.65; 8%-in., 
$19.70: 9-in., $23.35; 10-in.,' $28.85. Ladies’ 
scissors, Japanned, No. 511, 4%-in., $9.95 
per doz.: 5-in., $10.35; 5%4-in., $10.65: 6-in., 
$11.30; 6%4-in., $12.10; 7-in., $12.75. Ladies’ 
scissors, nickeled, No. 512, 41%4-in., $11.65 per 
doz., 5-in., $12.10; 5%%4-in., $12.45; 6-in., 
$13.25; 6%4-in., $14.20; T-in., $14.85. Dis- 
count, 33% per cent. 

Table Cutlery.—Universal line, No. V53, 
medium knives and forks, $5.35 per doz.; 
dessert knives and forks, $5. Nubian ivory 
knives and forks, medium, $4.65; dessert, 
$4.35. Individual steak knives, No. 212, $2; 
No. V712, $7. Solid steel knives with flat- 
wear forks, nickel plated medium, No. 120, 
$13.80 per gross; No. 121. $14.40; No. 123, 
$14.40; No, 1241, $15.60; No. 1261, $15.60; 
No. 1281, $15.60. Granefruit knives, No. 
345, $2 per doz.; No. 3450, $4. 


Glass.—Jobbers have made a slight 
advance on window glass, involving the 
first bracket on single A and single B 
only, third quality. Over-the-counter 
buying of this class of merchandise 
is normal, and jobbing houses are book- 
ing a very satisfactory fall business. 
Local representatives of manufacturers 
are quite bullish on the market, main- 
taining that recent national events 
practically assure a strong market for 
window and other kinds of glass for 
some time. 


We qucte from Boston jobbers’ stocks: 

Window Glass.—Single A, 25-in. bracket, 
86 per cent discount; all above 25-in. 
bracket, 83 per cent discount; double A, all 
sizes, 84 per cent discount. Third quality, 
single B, first bracket, 88 per cent discount; 
all above, 86 per cent discount; double B, 
all sizes. 87 per cent discount. 

Vitro-marble Glass.—y,-in., 69c, per sq. 
ft.; yx-in, 8c. 

Skylight Glass. 1% © or rolled, %-in. 
thick, 14c. per sq. fs-in. thick, 19c. per 
sq. ft.: ™%-in. b Pig “24e., per sq. ft.; wired 
glass, 28c. per sq. ft. 


Globes.—Boston jobbers have jacked 
up their prices on lantern globes slight- 
ly. The advance amounts to but 10 
cents a dozen on No. 0. While a small 
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Iron and Soft Steel Bars Bow Annealed—Black Tin Plates Babbitt Metal 
and Shapes Soft Steel Bright Tin Best grade, Lae ieatusonses 3 
Bars: Per Ib. ©. R., Blued Stove Grade Grade Commercial grade, per Ib..... e 
Refined Iron, base price.. 2.58¢ One Pass, Pipe Sheet att’: oan ’ : Grade D, per ID....---++e++e+- 
Swedish Bars, base price.. 7.00¢ Per Ib. Per Ib. rcoa Antimony 
; Nos. 18 to 20..4.00 to 4.30@— 14x20 14x20 MII sc ucacnestabsdnxes 6% @7¢ 
Soft steel bars, base price.. 2.58¢ Nos, 22 and weer < to 4.35@4.60¢ TO coccce hs: 00 $ 8.50 al i 
Hoops (base price) ........ 3.63¢ No. 26... 02205 4.10 to 4. 40G4. .65¢ 10.00 aaa 
Beams and Channels, Angles NO. 28.....0055 4.20 to 4.50@4.75¢ 11.25 No. 1 aluminum (guaranteea 
“and Tees: Ne + fe ey ee" alee +o over 99 per cent pure), in 
8 in, x % In, and larger, . *iog higher. . F ‘ ’ . Sante for remelting, of 
DASE ccccccccsccccccccece 2.68¢ WETTTITITICT TTT 
































Channels, Angles and Tees Galvanized Per Ib. Old Metals 
under 3 in. x % im...... 2.58¢ No. TO awéctvsccovess 4.30@4.60¢ § bys Dealers report business improved 
NO. 16 oo. sees ee eee ee of 5 -T5¢ 6.00 this week with values firm buying 
Merchant Steel wee. 18 and ” covecces 4.60@4.90¢ 6.15 prices are nominally as follows: 
Per Ib. 3 Cents 
Tire, 1% x % im, and larger 2.60¢  N% 26 ---.e2---00 00s 4.90@5.20¢ 1s Per Ib. 
Smooth finish, 1 x 2% | ot apa eats "5.20@5 “B0¢ 9.15 Copper, heavy and crucible. ..11.75 
x \% in, and larger....... 2.80¢ , Qe hres 5.70@6.00¢ 10.15 Copper, heavy and wire...... er 
Toe calk % x % in. and No. 28 ant lighter, 36 in, wide, 20¢ Terne Plates Copper, light and bottoms. 6.25 
RMT ce ccabidatieteane J 3.40¢ highe 8-1d. Ocsting 14 © 2 ese 5.25 
Cold - rolled strip Heavy machine composition. .. 8.50 
and quarter eas $25 to 7.25¢ Steel Wire No. 1 yellow brass turnings... 6.50 
Open-hearth spring steel Base Price® on No. 9 gage and No. 1 red brass or a 
3.50@6.00¢ coarser: Per Ib. tion turnings ..-..-- 
Shafting and Screw Stock: Bright Basic .........8.50@3.75¢ oo plllaheeiaetehdpe abs 
ROUND -cccccccccees ‘+++ 8.85¢ Annealed Soft ---... a.boms. 75¢ ME re ese aca sas 
alvanized Annealed ..4.25@4.50¢ ae ee 
© gptatee fats and OB ow MET ait t+ Welded Pipe 
Standard cast steel, base a ee See ane Lake Ingot 15%¢ Standard—8Steel 
coeccece eccces -12.00¢ ee Ones ee ee . Blk. Ga) 
as Rod, T Electrolytic .....esceeccccsees 15 
mi. oa Stedl socesseeece 29.008 os weet aah ane Casting ....ccccseccsceceee MEAGRE % in, Butt.....+-0++++ —— <= 
Extra best cast steel....... +22.00¢ High Brass Sheet....174@18 ¢ _ Spelter and Sheet Zine, | Sh tebppbeberbeaeee se 
» Brass Wire..... +@ if estern spelter ....... 7 @i7%¢ ite Betis cccacees —60 —46 
Tank Plate—Steel eee 15% @161 Sheet zinc, No. 9 base, casks, Fa = in. py a oaeetee —56 —84 
Per Ib. Brass Tube, Brazed...24%@25¢ 8%4¢ open 9¢ 9/12 in. Lap... ae 
% in. and heavier 2.68¢ Brass Tube, Seamless..20144@21 ¢ / - Parsccaenee 
a eee Ee 7 Copper Tube, Seamless. 22% @24%4¢ Lead and Solder w ht Iron 
Sheets ong pig lead..... 6% @7¢ roug Se iia 
MP TOBE cccccccccusceet 8 ° 
Blue Annealed Copper Sheets Solder % and % PELEIL, a 3g —30 —18 
Woe: IO 05.08 ieecccres 3.48¢ to 3.63¢ Sheet Copper, hot rolled, 24 os. No. 1 solder.....+..++.+++-2 23% —32 —15 
No. 12 53¢ to 3.68¢ 20% @22%¢ per Ib. base. eee 20%¢ oo —27 —10 
No. 14.. -58¢ to 3.73¢ Cold rolled, 14 oz. and heavier, Prices of solder vary according to - —380 —15 
| ee 3.63¢ to 3.83¢ 2¢ per Ib. advance over hot rolled. brand and composition. —%3 — 7 























item, the advance is significant for it 
is in line with other glass products and 
substantiates optimistic predictioris by 
certain glass interests. 

Ice Skates.—With the weather as 
warm and sticky as it has been the 
past few days it takes a good salesman 
to interest a retail hardware dealer in 
ice skates. There must be some good 
salesmen, however, for fall orders al- 
ready are coming to light. Because of 
the remarkably good season for skates 
last winter, jobbing houses take an 


optimistic outlook of the 1922-23 
season. 
We quote from Boston jobbers’ stocks: 


Ice Skates.—Boys’ key clamp skates, 75c. 
per pair and upward. Girls’ key clamp 
strap heel skates, $1 per pair and upward. 


Outfit. — Welt shoe, hardened _ skates, 
boys’ and girls’, $4.35 per outfit and up- 
ward. 

Lawn Mowers.—Retail dealers con- 


tinue to have a very good lawn mower 
business and it looks very much as 
though practically everybody will clean 
up stocks well. Jobbers have enjoyed 
a good trade this season, and the gen- 
eral feeling is that the market, after 
a long period of inactivity, has become 
normal once more. 


We quote from Boston jobbers’ stocks: 


Lawn mowers, low grades, aa -in., $5.50 
each; 16-in., $5.75; 18-in., $6.2 Medium 
grade, ball bearings, 16-in., $8 pee: 18-in., 
$8.38. High grade ball bearing, five-blade, 
ae” $12; 16-in., $13; 18-in., $14; 20-in., 

a0. 


Nails.—Things are running along 
quite satisfactorily in the nail market. 
Public demand this summer has been 
far ahead of last year, which means 
that retail dealers have been obliged to 
buy more often. Much of the business 





placed with jobbers, regardless of the 
class of nail, has been in small quanti- 
ties, but repeat orders have come often 
The market apparently is in a very 
healthy condition with no frills. 

We from Boston jobpers’ stoc ks: 
per keg from the store, $ 
base, f.o.b. Boston; direct from mill chip 
ments, in car lots, $2.50 per keg base; 
in less than car lots, $2.75 per keg pase: 
cut nails, $3.90 per keg base: galvanized 
cut nails, $7.50 base. Cement coated nails, 
2.75 per keg base. 

Pencils.—Although a small item, it 
is interesting to note that an unusual 
demand for carpenters’ pencils exists. 
Some of the jobbers were caught off 
their guard, and are hustling around 
trying to fill orders on hand. 

Rules and _ Levels.—Because more 
men have been employed on new con- 
struction this year than was the case 
in 1921 and 1920. There naturally 
has been a better movement of rules 
and levels out of jobbing stocks and 
retail hands, as well. Nothing at the 
moment indicates any pronounced 
slump in building operations, and for 
that reason the Boston jobbers, at least, 
anticipate being able to report con- 
tinued normal sales. Prices apparently 
are on a steady basis. 


quote 
Wire nails, 





We quote from Boston jobbers’ stocks: 

Levels.—Stanley Rule & Level Co. line, 
No. 44, bit, 36c. each; No. 41 pocket, $1.61 
per doz.; No. 31, 2%-in., hexagon, 34c. 
each; No, 3914, mechanics, 60c. each; No. 
36, 12-in., metallic, $1.75 each. 


Sash Cord.—The long anticipated ad- 
vance in sash cord has materialized. 
It amounts to 2 cents to 5 cents per 
pound in jobbing quotations. The ad- 
vance in prices is based on two funda- 
mental factors—first, an improvement 





in the demand for cord, and second, 
increasing costs of raw material. Ac- 
cording to estimates based on the 
latest Government crop forecast, there 
will be barely enough raw cotton to go 
around this year, provided consump- 
tion does not materially increase. If 
these estimates are correct, and the 
people who make them know usually 
pretty well what they are talking 
about, there is little ground for anti- 
cipating low sash cord prices this year, 
at least. 


We quote from Boston jobbers’ stocks: 
Sash Cord.—Acme, braided, No. 6, 45c. 
per Ib.; No. 7, 45c., No. 8, 9, 10 and 12, 42c. 
Cheaper grades, No. 7, 4lc. per Ib., No. 8, 
40c. Sampson spot, No. 7, 66c. per Ib., No. 


8 and larger, 65c. e 

Screws.—Orders are not only com- 
ing from all quarters of New England, 
but from points outside, as well. Ma- 
chine screws, generally speaking, are 
not being taken as freely by machine 
shops as heretofore, but the falling off 
is so slight it is unimportant, and prob- 
ably is traceable to the fact that buyers 
are on vacation or temporarily out of 
town. 


We quote from Boston jobbers’ stocks: 

Wood Screws.—Iron, bright, flat, 80 and 
5 per cent discount print; flat head, blued, 
80 and 5 plus 5 per cent discount: round 
head blued, 77% and 5 per cent discount: 
flat head brass, 75 and 5 per cent discount; 
round head brass, 72% and 5 per cent dis- 


count; round head nickel, 67% and 5 per 
cent discount; flat head galvanized, 65 and 
6 ver cent discount. 

Machine Screws. etc.—Coach screws, 50 
and 10 per cent discount; set screws, in- 
cluding headless, 70 per cent discount; cap 
screws, square and hexagon, 7) per cent 
discount: fillister, 40 and 10 per cent dis- 
count; flat, 30 per cent discount: button 
head, 20 per cent discount; laz screws, 50 
per cent discount; iron machine screws, 
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flat and round head, 70 per cent discount; 
fillister, 45 per cent discount; flat and round 
head brass, 40 per cent discount; fillister, 
35 per cent discount. 


Scythes and Snathes.—Little fault 
can be found with the market for 
scythes and snathes. Retail dealers are 
enjoying a good call for them, and this 
fact is reflected back in jobbing circles. 
And the best of it is that everything 
points to a continued good movement. 
Haying already has begun in some sec- 
tions of New England, and by another 
month will be in full swing. The crop 
everywhere is decidedly promising. 
With his barn full of good hay, some- 
thing he did not have last year, the 
farmer will or should feel like spending 
some of his hard earned profits. 

We quote from Boston jobbers’ stocks: 


Scythes.—Little Giant, $16 per doz.; 
bramble sizes, $16.50 per doz.; brush sizes, 


$16.50 per doz. 
Snathes.—Ash, $13 per doz.; cherry, $14.75 


per doz.; bush, $14.50 per doz. 
Sheets.—Probably no branch of the 
heavy hardware market is more active 


Office of HARDWARE AGE, 
1002 Park Building, 
Pittsburgh, July 17. 
E VIDENTLY the shortage of fuel 

4 incident to the miners’ strike has 
had more effect upon the production of 
steel than has been generally supposed 
or admitted. Ingot production figures 
of the American Iron and Steel Insti- 
tute last week, for the month of June 
show only a slight gain where a sub- 
stantial one had been looked for, in 
view of the fact that the production of 
coal made a steady gain during June 
and the common suggestion that the 
coal strike was not affecting steel 
works activities. It is evident that the 
moderate output of fuel was not effec- 
tive in some districts in view of the 
fact that the rate of steel production 
moved upward from 36,400,000 tons an- 
nually in May to 36,600,000 tons a year 
in June. But it also is patent that all 
steel makers could not or would not pay 
the prices to which coal has soared and 
have let down in production. Other- 
wise there would have been an output 
more nearly in line with early esti- 
mates that steel was being turned out 
in June at the annual rate of about 
37,000,000 tons. 

Pig iron production forged ahead in 
June. Coke has not been plenty or 
reasonable, but this factor has been 
counterbalanced by the rather free use 
of scrap, the result of which has been 
to bring up the output. Indications 
are that July will show a substantial 
falling away in the production, for the 
fuel situation has grown worse since 
last accounts and efficiency and a full 
complement of men during warm 
weather rarely are attainable. 

The intervention of the Government 
into the coal strike situation is not re- 
garded here as likely to bring about an 
early termination of the trouble. On 
the contrary, there is a strong belief 
that the President’s suggestion that 
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than the sheet. There was a short 
period when the demand for sheets 
went stale, but so far this month it has 
been very good and it looks very much 
as though it would continue so. Sheet 


prices are generally firmly maintained. 


We quote from Boston jobbers’ stocks: 
Sheets, No. 10 blue annealed, $3.75 per 100 
ee No. 28, black, $4.90; No. 28 galvanized, 

Shoe Findings.—Even though it is 
summer, a large number of people are 
evidently repairing shoes. A large 
percentage of the orders received local- 
ly for cut leather stock and strips is 
traceable to localities where large fac- 
tories exist and where a foreign 
element lives. The condition of the 
hide market strongly suggests that 
leather values will tend upward for 
some time. Rubber heels and soles also 
are selling well in certain retail hard- 
ware stores. 

We quote from Boston jobbers’ stocks: 


Leather Taps.—Men’s extra light, 85c. to 
$1 per dozen; light, $1.05 to $1.25; medium, 
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the entire dispute be submitted to arbi- 
tration and that in the meantime the 
miners go back fo work and be paid 
the 1920 wage scale pending a decision 
by the committee, and that if such a de- 
cision is not reached by Aug. 10, the 
scale be continued to April 1, 1923, will 
not find ready acceptance by the mine 
owners, if, indeed, they do not actually 
vote against acceptance. The Presi- 
dent’s solution of the dispute is re- 
garded by the operators as altogether 
favorable to the strikers, because it 
is asserted, no investigation or report 
could be made as promptly as Aug. 10, 
and this would mean that they would 
have the 1920 wage scale fastened upon 
them until next spring. Then, in case 
the award of the arbitration committee 
is not acceptable to the men there is 
certain to be a repetition of existing 
conditions next year. 

Meanwhile the idea that they are to 
go back to work at the scale they have 
been fighting for has rather strength- 
ened the position of the men, and the 
movement back to work in the non- 
union fields has been checked and pro- 
duction, which had been making steady 
gains during June, has dropped off 
again. Steel manufacturers who have 
been drawing upon the Southern fields 
to make up part of the loss of supply 
from Northern districts, lately have 
been having much trouble in securing 
tonnages because of railroad conges- 
tions, and the strike of the railroad 
car shopmen also has entered into the 
situation. The Louisville & Nashville 
Railroad has been hauling no coal be- 
cause of a desire to conserve motive 
power for passenger, perishable food 
and mail traffic, while on the Chesa- 
peake & Ohio Railroad train crews 
openly have been helping the striking 
shopmen by refusing to haul cars of 
coal on the pretext that the cars were 
not in perfect condition. 

The situation, as a whole, is so un- 
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$1.30 to $1.60; heavy, $1.85 to $2.50; extra 
heavy, $3.25. Women’s light, 70c. to 90c., 
per dozen; medium heavy, $1.10 to $1.25 
Boys’ medium, $1.25 to $1.50 per doz.: 
heavy, $1.75 to $1.90. 

Leather Strips.—Oak, heavy, medium and 
light, No. 1, 45c. to 55c.; No. 2, 35c. to 4(c. 

Rubber Heels.—Good quality, $1.25 to $2 
per doz. pair. 


Taps.—All kinds of taps are selling 
very well for this time of the year, but 
6-32, 8-32 and 10-32 appear to have the 
edge on the others. Jobbers, who a 
month ago allowed their stocks to get 
low; have replenished so that quicker 
deliveries are being made to retailers 
and the consuming trade. Prices ap- 
parently are very steady. 

We quote from jobbers’ stocks: 

Taps, smaller than %-in., 60 per scent 
discount; % to 3g-in., 50 per cent; ¥; to 
5g-in, 40 per cent; 3 to 1- -in., 3343 per cent; 
1% to 2-in., 15 per cent; 2% to 2%-in., 10 
per cent discount. 

Machine screw taps, No. 12 und smaller, 
60 per cent discount; No. 14 and larger, 
50 per cent discount. 

Nut taps, 7; to 1-in., 
1% to 2-in., 10 per cent discount, and 2% 
to 2%-in., list, plus 10 per cent. 

Stove bolt taps, 7;-in. only, 60 per cent 
discount; 4 to %-in., 50 per cent discount. 


25 per cent discount; 


certain that there still is a disposition 
on the part of the steel makers to be 
careful about taking on additional obli- 
gations, which to-day amount to from 
two to three months’ capacity opera- 
tions. At the same time, however, 
there has been some let down in the 
insistency of buyers for supplies and 
the prospect of serious shortages later 
on is not bringing about as strong a 
price situation as might naturally be 
expected. There has been an_ utter 
absence of advances in the past week, 
and while it is still difficult to get bars 
for early delivery except at stiff prices, 
and there is a marked scarcity of the 
smaller sizes of standard pipe, the 
supply situation is not especially acute 
in other lines, and in black sheets it 
appears to be growing easier. We hear 
that black sheets out of stock now can 
be bought at 3.15¢c. base, Pittsburgh, 
and that price also is being named on 
new rollings for delivery in three to 
four weeks. Galvanized sheets are 
searce but this reflects insufficient pick- 
ling capacity, due to the large and 
profitable demand for automobile 
sheets, rather than an insufficient sup- 
ply of black sheets for galvanizing. 
The steel market has a peculiar way 
of righting itself in such times as these, 
and while all signs point to a shortage, 
it not infrequently is the case that this 
is a relative term and to become actual 
must be accompanied by a good de- 
mand. If consumption of steel has not 
been as heavy as production over the 
past few months, it may be that there 
won’t be as heavy demands as are ex- 
pected in some quarters. Mill book- 
ings are heavy, but it is not disputed 
that much tonnage is unaccompanied 
by specifications. It is well established 
that once the question of deliveries 
disappears the urgency of demand dis- 
appears also. If then the coal strike 
and railroad troubles are not of long 
duration, the position of the mills with 





regard to available supplies might 
change very suddenly, and doing only 
a moderate export business, the capac- 
ity of the country is more than ample 
for domestic requirements. 

Changes in hardware prices in the 
past week have been relatively few. 
There is great urgency in the demand 
upon the trade for those lines going 
into new buildings, but otherwise, ex- 
cept for a hurried demand for haying 
tools, business is not of unusual pro- 
portions. 

Blowers and Forges.—The Buffalo 
Forge Co., Buffalo, N. Y., has put out 
a new price list effective July 1, mak- 
ing slight reductions. 

Bolts and Nuts.—The market main- 
tains a strong tone, but this appears 
to be due largely to the strength of 
steel bars and rods and to the difficulty 
makers are experiencing in getting full 
shipments on contracts. In order to 
secure supplies of bars to piece out 
contract shipments it is necessary to 
pay stiff premiums. This makes for 
close adherence to quotations, though 
third quarter business generally is not 
as heavy as that for the previous three 
months. Jobbers are having no trouble 
in meeting demands upon them. 


Machine bolts, small, rolled threads, 60, 
10 and 10 per cent off list. Machine bolts, 
small, cut threads, 60 and 10 per cent off 
list. Machine bolts, larger and longer, 60 
and 10 per cent off list. Carriage bolts, % 
x 6-in., smaller and shorter, rolled threads, 
60 and 10 per cent off list. Cut threads, 60 
per cent off list; longer and larger sizes, 
6U per cent off list. Lag bolts, 60, 10 and 
10 per cent off list. Plow bolts, Nos. 1, 2 
and 3 heads, 50 and 10 per cent off list; 
other ‘stylyw heady, 20 per cent extra. 
Machine bolts, c.p.c, and t. nuts, % x, 4-in., 
smaller and shorter, 50 and 10 per cent off 
list; larger and ionger sizes, 5€ and 10 per 
cent off list. Hot pressed square or hex. 
blank nuts, $4.50 off a Hot pressed nuts, 
tapped, $4.50 off list. C.p.c. and t. sq. or 
hex. nuts, blank, $4.50 off list. C.p.c. and 
t. sq. or hex. nuts, tapped, $4.50 off list. 
a § -finished hex. nuts, y,-in. and smaller, 
U. S. S., 80 and 10 per cent off list; small 

» &. A E., 80 and 10 per cent off list; 
5. A. E. %-in, and larger, 80 per cent off 
list. Stove bolts in packages, 80 and 5 per 
cent off list. Stove bolts in bulk, 80, 5 and 
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Tire bolts, 65 per cent 
off list. Track bolts in carloads, 3.25c. 
base. Track bolts, less than 200 kegs, 
3.75c. base. Upset square and hex, head 
cap screws: %-in. and under, £0 and 10 to 
80, 10 and 10 per cent off list; -in. to 
%-in., 80 and 10 to 80, 10 and 10 per cent 
off list. Upset set screws: %-in. and under, 
80, 10 and 5 to 85 per cent off list; ,-in. 
to %-in., 80, 10 and 5 to 85 per cent off list. 
Milled square and hex. cap screws: Alli 
sizes, 75 and 10 to 80 per cent off list. 
Milled set screws: All sizes, 70, 10 and 10 
per cent off list. 

It should be noted that the above dis- 
counts on nuts and bolts apply only on large 
lots, jobbers charging the usual advances 
for small lots out of stock. 


Builders’ Hardware and Supplies.— 
The urgency of the demand is unabated 
and while no delays mark deliveries of 
hardware except on contracts or spe- 
cial work, a, shortage has developed in 
sanitary ware and pipe, notably in the 
small sizes. Conduit has been ad- 
vanced $4 a ton by the leading makers 
and with makers of steel pipe so heav- 
ily committed they cannot promise de- 
livery in less than 60 days, there is a 
possibility of the advent of premiums 
for early deliveries. 


Cotton Rope and Twine.—Most mak- 
ers have announced higher prices on 
cotton rope and broom twine. 

Cut Nails. — The Wheeling Steel 
Products Co. sales subsidiary, the 
Wheeling Steel Corporation, has an- 
nounced an increase of $5 per ton to 
$3 base per 100-lb. f.o.b. Wheeling for 
carload lots. Other makers have not 
yet acted but probably will follow the 
advance, as material and labor costs 
are rising. 

Iron and Steel Bars.—Reports have 
been current that the warehouse price 
of soft steel bars soon would go to 
2.40 cents base, but so far there has 
been no change, the range remaining 
at 2.20cents to 2.30 cents. Jobbers 
find it hard to get early deliveries at 
less than 1.80 cents base and claim the 
warehouse price should be higher. As 
low as 1.70 cents mill is still available, 
but for deferred shipments. Bands are 


2% per cent off list. 
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quoted at 2.85 cents base from ware- 
house. There is no change in iron bars. 

Local jobbers quote steel bars rolled from 
billets at 2.20c. to 2.30c., depending on the 
order; reinforcing bars rolled from billets, 
2.25c. to 2.50c.; from old rails, 2c. to 2.15c.; 
refined iron bars, 2.15c. to 2.35c., the higher 
prices being for large lots and the lower for 
small lots. 

Iron and Steel Pipe——Makers of steel 
pipe are committed on an average for 
fully 90 days on butt welded sizes of 
standard pipe and are not eager for 
more business. On the smaller sizes 
there is a real scarcity. Bookings of 
the lap welded sizes are increasing and 
six to eight weeks now is the common 
shipment promise on new _ business. 
There is no change in prices but the 
market is very firm. Wrought iron 
pipe is fairly active but too high to sell 
well in competition with steel pipe. 


Local jobbers quote steel pipe in small 


lots from stock as follows: 
Black Galv. Galv. 
7.56 
10.22 
$4.33 b 12.23 
.55 5 16.45 

‘ 5.38 
Above prices.per 106 ft., 


Black 
Deaeance $5. 30 
Bihcices ,# 16 


oe oe Pittsburgh. 

Paints and Supplies—Demand has 
quieted down considerably in the past 
week or ten days but the year to date 
has been a very satisfactory one and 
all previous records for sales were ex- 
ceeded in May and June by not a few 
of the trade. There has been an aver- 
age reduction of 20 to 25 per cent in 
prices of brushes in the past fortnight, 
but prices of painters’ materials show 
no particular change. 

Raw linseed oil, 1 to 4 bbl., 
Boiled linseed oil, 1 to 4 bbl., $1 per gal. 
Turpentine, $1.35 per gal. in bbl. Denatured 
alcohol, in bbl., 50c. per gal. Strictly pure 
white lead, 100-Ib. kegs, 12%c. per Ib.; 
10 per cent off in 500-lb. lots. Dry paste 
in bbl., 5%c. per lb. Pure white shellac, in 
gal. cans, $4.50 per gal. Pure orange shel- 
lac, 4-lb. goods in gal. cans, $4 per gal. 
English Venetian red, dry in 100-lb. lots, 
4144c, per lb.; 500-Ib. lots, 4c. per lb. Ready 
mixed paints of high quality, $2.60 per gal. 
Inside varnish, $3.15 per gal. Outside var- 
nish, $4.10 per gal. 


98c, per gal. 








Paint Material Prices as Quoted in New York—July 17, 1922 


White Seal 
Dry Colors 


Animal Fish and Vege- 
table Oils 

Linseed, bbls., 

gal, 

tanks, 

refined, bbls., gal... 
Lard, prime city.... 
Neutral 


Raw, 


114%4@a@— 
13% @— 


Bleachable 
Hide, 1b. 
Prime, Foot, Ib 


eee eeeee ereeeeee 


Yellow Summer, 
Ib. —@— 

—@— 

-73@ .76 


Crude in bbls. ....... 
Tallow, acidless, gal... 
Menhaden 

in bbls 

Light pressed, gal... 


ane I 


Crude, 


53 @54 
Orange, 
Cornannt, Ceylon, bdbl.. — 


N. Y., per Ib.... . 8%@ .8% 
Cod, Domestic, Prime. .52 @ .54 
Newfoundland, in bbl. 54 @ .56 
Corn, Refined, bbl. Ib, .12%@ .13 
Crude bbl., per Ib... .11%@ 


Olive denatured, bbl. 
Der gal. .....+0+0++-$1.15Q@1.17 


Neatsfoot pure, gal... 


Soya Bean, 


Whiting in Cwt. 


C. Garnet 


Fine 
Superfine 


White and Red Lead, Etc. 


White Lead, 


Oxide, Selected, per Ib. 
Red Seal 


-$1.36@1.38 
- .75@ .77 


@ .™% » 
Y, lack, Carbon Gas 
@11% Black, Bone . 
Black, Drop .... 
Black, Ivory 
Lampblack 
Blue, 
Blue, 
Blue 
Blue, 
Blue, 


bbl., lb 11 


1.20 
1.25 
1.35 


Chinese 
Prussian 


Ultramarine 
Milori, 
Brown. Sienna, 


Turkey, Umber 


Gum Shellac 


Green. Chrome 
eally Pure, 
Grinders 
Common 


Paris. 
Arsenic 


Red Carmine, 
bulk 


Green. 


Cents per Ib. 
@ 


Diviscce « 8H 


Zine Tuscan Red 


Vermillion, English 
Yellow, Chrome ... 


seer 


ee... 
Brown, American, Burnt 34%@ 4 
Italien, 

Burnt and Powdered.. : 


Gut. 


eocccceesoce 20 


Indian Red, standard... 


-1l @11% 


a oy of Turpentine, 
Per gal., yard basis 
Colors in O11 
BLACK 


Coach black 
in Japan 

Drop black 

Lampblack 


Per Ib. 


@42 
@6o 
@60 
@60 


Chinese 
Cobalt, imitation 
Prussian 
ago 


BROW 
Sienna, italian, burnt, 
or raw, best grades. 
Umber. Turkey, burnt, 
or raw, best grades. . 
Vandyke brown, gen- 
uine 


@60 


@14% 
@ 5 


Chrome, C. P 
RED :— 
Indian .... 
Lead ‘Mtiniovam 

in oil), 100 Ib. 


WHITE :— 
White lead in ofl. 100 
TRB. cccccccccce ++++ 9.37@12.50 


Natural Red Oxide..... 
--90 


15@18 
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Rivets.—The market is very firm as 
a result of a well sustained demand and 
the fact that prices of bars and rods 
are strong and supplies available for 
early shipment are hard to get. Heavy 
rivets are quoted by makers at $2.40 
base per 100-lb., Pittsburgh, for struc- 
tural and $2.50 for boiler rivets, with 
small rivets at 70 and 5 per cent off 
list. An advance from these levels is 
said to be imminent. 

Sad Irons.—Dover Mfg. Co., Dover, 
Ohio, has announced a reduction of 10 
cents a set on Mrs. Potts’ pattern. 

Sheets.—Mills are sold ahead for 
from two to three months’ capacity, 
but seemingly specifications on black 
sheets are not as heavy as they might 
be, and some independent makers now 
are reported to be accepting orders for 
shipments during the present month at 
the Corporation base of 3.15 cents, and 
some mills also are selling out of stock 


o 
Office of HARDWARE AGE, 
604 Mercantile Library Eldg., 
Cincinnati, July 15. 


{ HERE has been but little let-up in 

the demand for merchandise dur- 
ing the past two weeks, and jobbers’ 
sales are on a par with those in the 
month of June, which, by the way, was 
the biggest month in the history of one 
of the large jobbing houses in this city. 
Dealers, too, have little to complain of 
as regards sales, the great majority of 
them reporting better business than for 
any similar period during the past two 
years. 

The month of July is usually a rather 
quiet one locally in the hardware trade, 
but this year bids fair to be the excep- 
tion to the rule. However, there are 
some signs of a tapering off, but on the 
whole the month’s total, judged by the 
sales to this date, will be an exception- 
ally good one. 

Factory business improved greatly 
in June, and is continuing nicely. While 
wire products are rather quiet, partic- 
ularly wire fence, farming trade is 
showing a steady improvement. This 
is noticeably the case with farm imple- 
ments, a dealer who makes a specialty 
of this line reporting that during the 
month of June he sold more implements 
than in any similar period in his store’s 
history. This is probably due to the 
fact that for the past two years the 
farmer has not been buying, and the 
business has been dammed up, but bet- 
ter prices, particularly for vegetables, 
has given the farmer a new lease of 
life, and he is again coming into the 
markets for his necessities. 

The buying continues to be for im- 
mediate shipment, and while there have 
been some future orders placed, the 
great bulk of the business is for imme- 
diate and late summer needs. Orders 
continue to be for small lots, but the 
number is greatly increased, as dealers 
are turning over their stocks much 
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at that price. Hitherto, most of the 
independent makers were asking $3 per 
ton over this price for early delivery. 
Galvanized sheets are scarce because 
pickling capacity is very generally en- 
gaged on automobile sheets. Pickling 
capacity of the country is not sufficient 
to take care of full demands for both 
galvanized and full finished stock. 


Tin Plate——Most of the mills have 
orders sufficient to keep them running 
pretty full over the present quarter but 
the bookings beyond this period are 
few. Consumers are specifying fairly 
well on contracts but most makers 
could take on more business. The sup- 
ply situation is not at all tight, but 
prices are firm because the margin be- 
tween present costs and selling prices 
is unusually slim and may be further 
reduced, it is feared, because labor is 
scarce and there is talk of higher 
wages. 


CINCINNATI 


faster than they have been doing for 
many months. 

Deliveries are being maintained fair- 
ly well, but during the present week 
advices have been received that would 
indicate, in view of the continuance of 
the coal and railroad shopmen’s strike, 
that freight will not be moving with 
such rapidity as in the past. It is 
earnestly hoped that some solution of 
both strikes will be speedily made, as 
it is felt that conditions now are show- 
ing a healthy growth, ana nothing 
should be allowed to interfere with a 
speedy return to normal business ac- 
tivity. 

Several price changes have been 
made during the week, some being ad- 
vances and some declines. The hard- 
ware trade generally feels that price 
advances at this time should be made 
only after the most careful considera- 
tion, as nothing would tend to hamper 
business than to have general price ad- 
vances without extreme justification. 

Axes.—Some orders have been placed 
for fall delivery, but as a general prop- 
osition orders placed are for imme- 
diate needs. Rumors of price advances 
have failed to materialize, and quota- 
tions remain unchanged. 


Automobile Accessories.— The de- 
mand for automobile accessories con- 
tinues heavy. Some troubie is being 
experienced in securing enough 30x 3% 
cord tires to supply the trade, one job- 
ber reporting that he is now only get- 
ting about 10 tires a week out of a 
normal quota of 100. The American 
Chain Co. has made a reduction of ap- 
proximately 10 per cent on Weed 
chains. This company is now putting 
on the market a new line of chains. No 
changes have been made on Rid-O-Skid 
chains. Anthony pumps have been re- 
duced slightly, and are now quoted at 
$2.50 each, or $2.25 in lots of 12. 


Bale Ties.—Orders for bale ties are 
coming in nicely, and the season prom- 
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Wire Products.—There has been no 
special change in the general situation 
since a week ago except that the lead- 
ing interest is falling further behind 
in its obligations because of the fuel 
situation. The independents, however, 
are making fairly prompt shipments 
on new business and generally at the 
Corporation prices. 


Jobbers quote from stocks, f.o.b. Pitts- 
burgh, as follows: Wire nails, $2.75 
base per keg; galvanized, 1 in. and longer, 
including large head barbed roofing nails, 
taking an advance over the price of $1.25, 
and shorter than 1 in., $1.75; bright Bes- 
semer and basic wire, $2.50 per 100 thb.; 
annealed fence wire, Nos. 6 to 9, $2.50; gal- 
vanized wire, $3; galvanized barbed wire, 
$3.25; galvanized fence staples, $3.25; 
painted barbed wire, $2.75; polished fence 
staples, $1.75; cement coated nails, per 
count keg, $2.25 to $2.35; these prices be- 
ing subject to the usual advance for the 
smaller trade, all f.o.b. Pittsburgh, freight 
added to point of delivery, terms 60 days 
net less 2 per cent off for cash in 10 days. 
Discounts on woven wire fencing are 73 
per cent off list for carload, 72% per cent 
off for 1000 rod lots, and 71% per cent off 
for small lots, f.o.b. Pittsburgh. 


ises to be a very good one. Local job- 
bers have made reductions in their 
quotations in line with those announced 
by manufacturers. 

We quote from Cincinnati jobbers’ 
stocks: 9 ft. No. 15, $1.18 per bundle; 91% 
ft. No. 15, $1.24 per bundle; 9% ft. No. 14, 
$1.42 per bundle; 9 ft, No. 14, $1.35 per 
bundle. 

Builders’ Hardware—The demand 
for builders’ hardware continues heavy. 
Some price changes have been made 
recently in some lines, advances and 
reductions being about equally divided. 
The changes are more in the nature of 
readjustments. Local jobbers report 
the sales of builders’ hardware to date 
as the heaviest in the last decade. 


Bolts and Nuts.—Advances approx- 
imately 10 per cent have been made in 
prices of bolts and nuts by local job- 
bers, following receipt of similar 
changes from manufacturers. Some 
“wildcat” stock is available at low 
prices, but local jobbers are not hand- 
ling any of it. 

Cincinnati jobbers 
Machine bolts, small, 
Carriage bolts, small, 
59 off; stove bolts, 
nuts, * and smaller, 
sizes, 70 and 10 off. 

Drills.—There is still a fair demand 
for both carbon and high speed drills, 
at unchanged prices. 

Cincinnati jobbers quote: Carbon drills, 
70 and 5 off; high speed drills, 50 and 5 off. 

Dynamite.—Reductions of 50 cents 
per 100 Ib. have been made by manu- 
facturers of dynamite, and local job- 
bers have changed their quotations 
accordingly. 

We quote from Cincinnati jobbers’ 
stocks: 40 per cent, $20.50 per 100 Ibs.; 50 
per cent, $21.50 per 100 Ibs.; 60 per cent, 
$22.59 per 100 Ibs. 

Eaves Trough and Conductor Pipe.— 
Business continues good at steady 
prices. It was anticipated some time 
ago that price advances would be made, 
but changes have not yet materialized, 


quote out of stock: 
65 off: large, 60 off; 
50 and 10 off; large, 
75 off: semi-finished 
75 and 10 off; larger 
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and it is doubtful if any will be made 
in the very near future. 

We quote from Cincinnati jobbers’ 
stocks: 28-ga. 5-in. eaves trough, $4 per 
100 ft.: 28-ga. 3-in. corrugated conductor 
pipe, $4.25 per 100 ft.; 3-in. corrugated 
conductor elbows, $1.51 per doz. 

Farm Implements.—A local dealer in 
farm implements reports having sold 
more implements in June than in any 
previous month in his store’s history. 
Hay rakes have been a leading seller, 
and binders have been moving in a 
satisfactory manner. Some orders 
have been booked for corn cutters and 
food choppers, and business from this 
source is expected to be very active 
during the next few weeks. 

Fire Backs.—Diamond fire backs 
have been reduced $1 per dozen, and 
local jobbers have changed their prices 
accordingly. These are now quoted at 
$12 per dozen. 

Files.—There is an improved demand 
for files from metal manufacturers, 
and sales on the whole are satisfactory. 
Prices are unchanged, Nicholson files 
being quoted at 60 and 5 off, with other 
makes ranging from 60 and 5 to 70 off. 

Glass (Window).—The demand for 
window glass continues unabated, new 
construction being a good source of 
orders. Prices show little change, and 
are considerably firmer than has been 
the case for some time past. 


Cineinnati jobbers quote: Single strength 
A, 87 per cent discount; double strength 
A, 88 per cent discount. 


Galvanized Ware.—Very little change 
is noted in galvanized ware, the de- 
mand keeping up very nicely. Wash- 
tubs are moving in better volume, and 
garbage cans are also good sellers. 
Prices are much firmer than for some 
time, but quotations show no change. 


We quote from Cincinnati jobbers’ 
stocks: Galv. pails, 10-qt., $2 per doz.; 
12-qt., $2.25 per doz.; ., $2.50 per doz.; 
16-qt., $3.25 per doz.; . tubs, No. 0, 
$4.75 per doz.; No. 1, $5.75 per doz.; No. 2, 
$6.50 per doz.; No. 3, $7.60 per doz. 


Ice Cream Freezers.—The season for 
ice cream freezers has been a good 
one, and very few will be carried over 
to next season. 

Nails—The demand for nails is 
rather quiet, both from jobbers and 
mills. Business this year is fairly 
satisfactory, however, and while the 


Office of HARDWARE AGE, 
3725 Colfax Ave. So., 

Minneapolis, Minn., July 15. 

B USINESS conditions in general re- 
main about the same as for the 

past two or three weeks, and very little 
change has been noted. Hardware sales 
are holding their own and are consid- 
ered to be very good for this season 
of the year. A further increase in 
hardware sales is expected as soon as 
the crops are harvested. 

Price conditions remain stable at the 
present time, although it is to be ex- 
pected that prices in general will show 
a general decline covering a period of 
years, but this will no doubt be gradual. 
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margin of profit on nails is rather 
small, the volume done will make the 
season a fairly successful one. Prices 
are firm, but unchanged. 


We quote from 
stocks: Common wire 
base; cement coated 
base. 


Ovens.—Local jobbers report an ex- 
ceptional season for ovens, with orders 
continuing to pour in for late summer 
and fall shipment. 


Oil Stoves.—Local jobbers report a 
good demand for oil stoves for late 
summer and early fall shipment. 
Prices are very firm. 

Paints and Oils——The demand for 
paints and oils continues good, with 
prices very firm. Turpentine has 
reacted slightly from the hign point of 
two weeks’ ago, and is now quoted at 
$1.21 in carload lots. Linseed oil has 
moved up considerably, and is quoted 
to-day at $1.07 in carload lots. Mixed 
house paints are quoted at $2.60 per 
gal. White and red lead are unchanged 
at 13 cents per lb. 

Ranges.—Gas ranges have been good 
sellers to date, and the demand is con- 
tinuing steadily. Prices show no 
change. 

Rivets—The demand for rivets is 
showing a steady improvement. Ad- 
vances were made by local jobbers who 
are now quoting all sizes at 60 off. 

Rope.—The season has been a good 
one for jobbers making more or less 
of a specialty of rope. Sales during 
the past two weeks have been heavy. 

Cincinnati jobbers quote: Best grades 
Manila rope, 18%c. per Ib.; sisal, 11%4c. 
per Ib. 


Screws.—The new list on screws has 
not been generally put into effect. 
Local jobbers will, however, use the 
new list in the future. The demand is 
keeping up very well, and machine and 
wood screws are moving much better 
than for some time. 


We quote from Cincinnati jobbers’ 
stocks: Machine screws, 65 and 10 off; cap 
screws, 70 and 10 off; set screws, 75 off; 
coach screws, 60 off; wood screws, off the 
new list, 80 and 20 off. 


Sheets.—The demand for steel sheets 
continues heavy, particularly for black 
and galvanized. Prices are very firm, 
but unchanged from last quotations. 

We quote Cincinnati 


TWIN CITIES 


The unemployment situation is im- 
proving rapidly. 

Builders’ Hardware.—Sales of build- 
ers’ hardware are still going strong 
and a large volume of business is being 
done. 

Axes.—Demand continues to be of 
fair volume. Prices show no change 
since last quoted. 


We quote from jobbers’ 
Twin Cities: Medium grades, 
base weights, $11.50 per doz. ; 
$16.50 per doz. 

Bolts.—Demand for bolts continues 
to show a steady gain. Prices show 
no further change since the last report. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Small carriage bolts, 50-10 per 


jobbers’ 
per keg 
per keg 


Cincinnati 
nails, $2.85 
nails, $2.40 


from jobbers’ 


stocks, f.o.b. 
single bit, 
double bit, 


75 


stocks: No. 28 black sheets, $4.50 per 100 
Ibs.; No. 28 galvanized sheets, $5.50 per 100 
Ibs.; No. 10 blue annealed, $3.60 per 100 
lbs 


Sleds.—New prices on sleds have 
been issued for fall delivery, which 
show a reduction of approximately 5 
per cent. Few orders have been placed 
as yet, and local jobbers’ stocks are in 
good shape as a result of the large 
number carried over from last season. 

Stove Pipe.—Fall orders for stove 
pipe are coming in fairly well. Prices 
have not been changed as yet, but a 
local jobber in close touch with manu- 
facturers is absolutely certain that ad- 
vances will be recorded shortly. 

Stove Boards.—There is some inter- 
est being shown in stove boards, but 
the bulk of the orders will not be 
placed for some time. 

Sash Cord.—An advance of 1 cent 
per Ib. has been made in medium 
grades of sash cord by local jobbers, 
which brings the base to 33 cents per 
Ib. On the higher grades quotations 
are unchanged at 58 cents per lb. (In 
last week’s report medium grade cord 
was quoted at 37 cents per lb., which 
should have read 32 cents.) 

Screen Cloth.—Belated orders for 
screen cloth are reported by local job- 
bers, who say that the season has been 
a very heavy one. Prices remain as 
last quoted. 

Cincinnati jobbers quote: Black painted 
wire cloth, 12-mesh, $1.90 per 100 sq. ft.; 
opal wire cloth, $2.45 per 100 sq. ft. 

Tin Plate.—Jobbers report a fair de- 
mand for roofing ternes. Prices are 
very firm, 


We quote from Cincinnati 


stocks: 20 x 20, 8-Ib. coating. $12 per box; 
20 x 20, 30-lb. coating, $18.50 per box; 
20 x 20, 40 Ib. coating, $22 per box. 


Vises.—Diamond vises have been ad- 
vanced 25 cents and local jobbers are 
now quoting them at $4.35 each. 

Wire Products.—Recent reductions 
of approximately $5 per ton on woven 
wire fencing have been put into effect 
by local jobbers. The demand is rather 
quiet. 


We quote 
stocks: Poultry 


jobbers’ 


from Cincinnati 
netting, galvanized 
weaving, 50 and 10 off: galvanized after 
weaving, 50 off: 2-pt. cattle wire, $3 per 
reel; 4-pt. cattle wire, $3.20 per reel; 2-pt. 
hog wire, $3.20 per reel: 4-pt. hog wire, 
3.50 per reel; polished staples, $3 per 100 
st No. 9 annealed wire, $2.70 per 100 
Ibs. e 


jobbers’ 
before 


bolts, 45 per cent; 
50-10-10 per cent; 
50-10 per cent; stove 
lag screws, 60 per 


large carriage 
machine bolts, 
machine bolts, 
75-10 per cent; 


cent; 
small 
large 
bolts, 
cent. 

Brads.—Sales are holding up well 
and good volume of business is being 
done. Prices show no change. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Brads, in standard packages, 
75 per cent from lists 

Churns.—Sales.continue to run along 
at about the same volume as for some 
time past. Prices are firm. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Belle, barrel type, churns, 40-5 
per cent from list. 


Eaves Trough, Conductor Pipe and 
Elbows.—There continues to be a very 
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good demand for this line of goods in 
the finishing up of homes nearing com- 
pletion. Prices remain as for some 
time past. 

We quote from jobbers’ stocks, f.0.b. 
Twin Cities: Eaves trough, 28 gage, 5-in., 
lap joint, single bead, $4.50 per 100 ft.; 
3-in. corrugated conductor pipe, $4.50 per 
100 ft.; 3-in. corrugated elbows, $1.55 per 
doz, 

Files.—Demand is considered of good 
volume, although not particularly 
heavy. Prices remain unchanged. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Nicholson files, 60-5 per cent; 
Arcade files, 70-2% per cent; Disston files, 
70-10 per cent. 

Galvanized Ware.—The demand for 
galvanized ware is showing some im- 
provement, but is not up to the usual 
volume at this season of the year. Prices 
are firm. 


We quote from jobbers’ stocks, f.o.b. 


Twin Cities: Galvanized tubs, No. 1, $6.10 
per doz.; No. 2, $6.85; No. 3, $8; heavy 
galvanized, No. 1, $12; No. 2, $13; No. 3, 


$15; standard 10-qt. galvanized pails, $2.25 
per doz. ; 


12-qt., $2.35; 14-qt., $2.70; stand- 
ard 16-qt. stock pails, $4.25; 18-qt., $4.80; 
heavy stock pails, 16-qt., $6; 18-qt., $7.35. 

Glass and Putty.—From a strictly re- 
tail point of view there is very little 
activity in this line. Prices remain as 
for some time past. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Single strength glass, 84 per 
cent; double strength glass, 85 per cent 
from standard lists. Putty, $4.40 per cwt. 


Hose.—Sales of garden hose are drop- 
ping off rapidly as the summer season 
advances, although a fair volume of 
business is still being done. Prices re- 
main as last quoted. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Five ply, 3.4-in., 11%c. per ft.; 
3 ply, competition hose, 9c. per ft. 

Ice Cream Freezers.—Because of the 
unusually cool summer season the de- 
mand for freezers has not reached the 
expected volume. Prices remain un- 
changed. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Best grade, wooden tub, 4-qt., 
$4.13 each; 8-qt., $6.75 each. 


Lawn Mowers.—The bulk of the busi- 
ness for this season is practically over 
and the demand for mowers was such 
that there is very little surplus stock 
on hand. Prices remain as last re- 
corded. 


Farm Bureau Federation to 
Meet in Chicago 


Chicago’s reputation as a great con- 
vention city will be at stake Dec. 11 to 
14, when farmers from all over the 
United States gather to attend the 
fourth annual convention of the Ameri- 
can Farm Bureau Federation, which is 
to be held in that city. 

Advertisers, doctors, insurance men, 
merchants, and almost every other 
class of workers have at some time or 
other used Chicago as a place to meet 
and discuss the means of bettering 
their professions. Now the farmers, 
a larger class than any of the others, 
are coming. They will come from 
every state except one, for the Ameri- 
can Farm Bureau Federation is a 
federation of forty-seven states. South 
Carolina is the only one not in the 
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We quote from local jobbers’ stocks, f.o.b. 
Twin Cities: Best standard grades from 25 
to 30 per cent from list; medium grade, ball 
bearing, $8.35 to $9.50 each. 

Milk Cans.— There is no particular 
activity in this line, sales run at about 
average volume. Prices remain firm. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Railroad milk cans, 5-gal., 
$2.25 each; 8-gal., $2.80 each; 10-gal., 
$2.95 each. 

Nails.—There still continues to be a 
very heavy demand for wire nails. 
Prices show no change. 

We quote from jobbers’ stocks, 
Twin Cities: Standard wire nails, 
base; cement coated nails, $2.80 base. 

Paper.—While not as heavy as earlier 
in the season, there is still a fairly good 
demand for building papers. Prices 
show no change. 

We quote from jobbers’ 
Twin Cities: No, 2 tarred felt, 
ewt.: string felt, $1.42 per cwt. 
sheathing, $2.19 per cwt. 

Poultry Netting.—There is a steady 
decline in the amount of business being 
done, as the demand for the present 
season is practically over. Prices are 
firm. 

We quote from jobbers’ 
Twin Cities: Hexagon poultry 
per cent from standard lists. 

Rope.—Sales of rope remain of about 
the same volume as for the past few 
weeks. No price changes have been re- 
ported. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Pure manila rope, 19%c. per 
lb. base; pure sisal rope, 16%4c. per lb. base. 

Sandpaper.—Sales of this line con- 
tinue to hold up remarkably well, and 
a large volume of business is being 
done. Prices show no change. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Best grade, No. 1, at $7.20 per 
ream; second grade, No. 1, at $6.50 per 
ream; No. 1 garnet paper, $15 per ream, 

Sash Cord.—There continues to be a 
consistent demand for sash cord. Prices 
remain very firm. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Best grades, 65c. per Tb. : ordi- 
nary grades, 36c. per Ib. 


Sash Weights.—There is now a very 
steady call for sash weights and prices 
remain firm. ' 


We quote from jobbers’ 
Twin Cities: $2.20 per cwt. 


f.o.b. 
$3.45 


stocks, f.o.b. 
$2.57 per 
Red rosin 


stocks, f.o.b. 
netting, 55 


stocks, f.o.b. 


federation. Chicago will see the larg- 
est gathering of farmers and agricul- 
turists ever held in any city. Every 
one of the 1800 county farm bureau 
units will be represented at the sessions 
of the convention. 

The county farm bureau is the unit. 
Eighteen hundred of them are divided 
into forty-seven groups by slates. 
Those in each state are federated into 
state farm bureau federations. The 
state organizations are in turn feder- 
ated into the American Farm Bureau 
Federation. 

Last November the third annual con- 
vention was held in Atlanta. This year 
at Chicago it will be more widely at- 
tended; the organization has expanded 
enormously. More problems confront 
it and it will be the biggest, most im- 
portant convention of its kind to be 
held. 
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Screws.—A very satisfactory demand 
is noted for wood screws. Jobbers’ 
stocks are ample. Prices are unchanged, 

We quote from jobbers’ stocks, f.o.b, 
Twin Cities: Flat head bright screws, 82\- 
10 per cent; round head blued screws, 80-5 
per cent; flat head japanned screws, 75-5 
per cent; flat head brass screws, 75-10-5 
per cent; round head brass screws, 75-5 per 
cent. 

Solder.—Demand continues to be a 
fair volume, with prices firm, as last 
quoted. 

We quote from jobbers’ stocks, 
Twin Cities: Half and half solder, 
per Ib. 

Steel Sheets.—Sales continue to be 
of fair volume only. Prices show no 
further change. 

We quote from jobbers’ stocks, f.o.b. 
Twin Cities: 28 gage galvanized sheets, 
$5.65 per cwt.; 28 gage black sheets, $4.65 
per cwt. 

Tacks.—There is only a very light de- 
mand for tacks at this time. Prices re- 
main as last recorded. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: American cut, 8 oz., 60c. per 
doz. packages; tinned carpet, 8 oz., 6(c.; 
+ 9g carpet, 8 oz., 65c.; double point, 11 oz., 

Dc. 


Tin Plate-——The volume of business 
continues about the same as for the 
past few weeks and is considered fair. 
Prices show no change. 

Wheelbarrows.—While the demand 
for wheelbarrows is not as good as it 
was a few weeks ago, it is considered 
of fair volume for this time of the year. 
Prices remain firm. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Wood stave, fully bolted, $36 
per doz.; No. tubular steel, $6.35 each; 
No. 1 garden, $5.40 each. 


Wire Cloth.—There is very little re- 
tail demand for wire cloth at this time. 
Prices are firm. 


We quote from jobbers’ stocks, f.o.b. 
Twin Cities: Black, 12 x 12 mesh, $2.10 per 
100 sq. ft.; galvanized, $2.40 per 100 sq. ft. 


Wire.—The sales of wire and wire 
fencing show some improvement, but 
no large volume is expected until to- 
ward fall. Prices show no change. 


We auote from jobbers’ stocks, f.o.b. 
Twin Cities: Barbed wire, 80-rod spools, 
painted cattle, $2.95; galvanized cattle, 
$3.54: painted hog wire, $3.16; galvanized 
hog wire, $3.58: smooth black annealed No. 
9, $3.30 per ewt.; smooth galvanized an- 
nealed, No. 9, $3.80. 


f.0.b, 


24c. 


Merchandising Exposition at 
Atlantic City 


Everything pertaining to home build- 
ing and furnishings, correct styles in 
wearing apparel and articles of per- 
sonal utility will be included for ex- 
hibition in a great general merchandis- 
ing fair to be held on the Million Dollar 
Pier, Atlantic City, N. J., from Sep- 
tember 8th to the 15th. 

The exposition is being put on as the 
result of the wide call from national 
manufacturing houses for an oppor- 
tunity to display their merchandise to 
the typical American audience who as- 
semble from all sections of the coun- 
try at the popular resort in such great 
numbers. The exposition will be held 
during the week of the Atlantic City 
Fall Pageant when a half a million 
visitors are at the shore. 
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Senate Plays Politics on Tariff Measure 


Defeat of Cloture Rule Designed to Absolve’ Ma- 
jority from Responsibility if Bill Is Not 
Passed Before Election Day 


WASHINGTON, July 17, 1922. 

HE half-hearted attempt of the 

| majority leaders of the Senate 

to speed the consideration of the 

tariff bill by the adoption of a gag rule 

having failed—as everybody knew it 

would fail—Chairman McCumber and 

his finance committee colleagues are 

now up against a difficult problem. Is 

it practicable to postpone the final vote 

on the tariff bill until after election 
day? 

This is indeed a serious question. It 
cannot be decided to-day but its deter- 
mination cannot long be postponed. 

With all the members of the House 
and one-third of the members of the 
Senate appealing to their constituents 
in November to be sent back to their 
old Congressional jobs, and with cri- 
ticisms of the tariff bill pouring in 
from every part of the country not a 
single one of the Republican members 
of either house really favors the pas- 
sage of the tariff bill before election 
day. 

But on the other hand business is 
demanding that Congress shall dispell 
the uncertainty due to the delayed re- 
vision of the tariff and shall dispell 
it without an instant’s delay. Thus our 
friends on Capitol Hill are between 
two fires of which it would take an 
expert in temperatures to determine 
the hotter. 


A Complicated Problem 


It is no simple problem to choose 
the lesser evil in this complicated situ- 
ation. The Republicans are certain to 
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lose a lot of seats in the House in 
November, not because of the tariff 
bill, but because the political waters 
always seek a lower level after such 
a tremendous tidal wave as swept the 
country in 1920. Realizing what is 
coming, the leaders are exceedingly 
anxious to avoid giving the opposition 
an issue upon which to campaign for 
more seats and therefore they would 
like to see final action on the tariff 
deferred until after election day. 

But Congress these July days is be- 
coming highly sensitive to pressure 
from business. Many thousands of 
letters have been received from manu- 
facturers, importers, wholesalers and 
retailers in which the writers ask not 
for special favors in the fixing of tariff 
rates but simply and solely for haste 
in the passage of the bill so that busi- 
ness may know what it can count upon 
during the next four or five years. 

A senator showed me a letter the 
other day in which the writer put the 
case in a nutshell. He said: 


Quick Action Demanded 


“Throw away every damned word I 
have written to the Finance Committee 
about our schedule and accept every 
statement of the opposition as gospel 
truth if it will help to pass the tariff 
bill during the next sixty days. What 
we want is action!” 

This tells the story as it could not 
be told by reams of argument. Under 
these conditions even those leaders of 
the Senate who are concentrating on 
the political future hesitate to do any- 


thing openly that will look like conni- 
vance at a postponement of the final 
tariff vote until after the elections. 

Bear the foregoing in mind when 
you consider the mainspring behind the 
little gallery play which took place last 
week when the majority leaders offered 
a cloture rule in the Senate to gag the 
critics of the tariff bill and hasten its 
final passage. Every real insider in 
Washington knew the rule would not 
be adopted and that if there had been 
a prospect of putting it through the 
majority leaders would have been the 
last men in Congress to offer it. 


Shrewd Political Move 


But there was good politics in the 
move. It was important for the leaders 
to convince the country that they were 
earnestly seeking the early passage of 
the bill. By offering a gag rule they 
hoped to demonstrate to the public 
their anxiety to hasten the final vote. 

They knew that every Democrat and 
a few Republicans would vote against 
cloture and that, lacking a two-thirds 
vote, the motion would be beaten. 

But with all the Democrats on record 
against the cloture rule the Republican 
leaders can now say to the business 
men of the country: “We did our best 
but the Democrats would not stand for 
a gag rule and therefore we shall have 
to plug along as heretofore.” 

Incidentally the public receives the 
impression that because the minority 
refuses to stand for a gag rule it is 
also responsible for any delay that may 
occur in the further progress of the 
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pending bill. The Finance Committee 
leaders are putting the loud pedal on 
this note and will keep it there until 
the tariff is finally disposed of. 

I have frequently been asked of late 
to hazard an opinion as to whether the 
tariff bill will become a law before 
election day. Frankly, I have no opin- 
ion and it would take a seventh son of 
a seventh son to make a reliable pre- 
diction. 

The Republican leaders devoutly 
hope that something will happen to 
prevent the passage of the bill before 
November, but they are also fearful 
that the demand of business for early 
action will become so insistent that it 
will be impracticable to defer the final 
vote much beyond October 1, which at 
this writing appears to be the dead- 
line. 

Under these circumstances it will 
take a very rash man to venture a 
prophesy as to when the tariff bill will 
become a law. 


The Bonus Bill Ghost Again 


With Congress pledged to pass some 
kind of a bonus bill before adjourn- 
ment, business men, as represented by 
the Chamber of Commerce of the 
United States, are giving very serious 
attention to the financial aspects of the 
bonus measure that passed the House 
some months ago and has already been 
favorably reported by the Senate 
Finance Committee. 

In a carefully prepared memorandum 
the Chamber makes the following state- 
ment as to the ultimate cost of the 
pending bill: 

“The maximum amount of the bonus 
under the present bill is $4,486,545,975. 

“Our national debt at the present 
time slightly exceeds $23,000,000,000 
and the maximum bonus payment 
would raise the national debt by nearly 
20 per cent, making the debt over 
$1,000,000,000 greater than the debt 
peak at the time of the war—and the 
war has been over nearly four years. 

“And the proposal for a bonus comes 
at a time when the Secretary of the 
Treasury estimates a deficit approach- 
ing $500,000,000 for the next fiscal 
year. 

“According to the Hon. Martin B. 
Madden, chairman of the House Com- 
mittee on Appropriations, in a state- 
ment made June 11, 1922: 

“Tt will not be possible, in my judg- 
ment to reduce the cost (of govern- 
ment) much, if any, below $3,650,000,- 
000 per annum until the public debt is 
reduced sufficiently to lower the inter- 
est charges and until the period when 
the need no longer exists for so large 
an expenditure in connection with the 
care of the veterans of the World War.’ 


Burden is Not Lessened 


“Inasmuch as the bonus payments 
called for in the Senate Bonus bill can- 
not be met by the Government at this 
time with financial safety, the bill is 
so drawn as to spread the payments 
over a period of many years. Spread- 
ing the burden in this way does not in 
the slightest lessen its reality, but only 
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adds to the financial burden that must 
eventually be met by the taxpayer. It 
adds greatly to the final cost because 
of interest payments over twenty years. 

“Even with the burden so spread it is 
recognized that the Government cannot 
even meet the requisite obligation dur- 
ing the next three years, so the bonus 
bill proposes to transfer the obliga- 
tions to the private banking institu- 
tions of the country, which will cause 
a freezing of credits of hundreds of 
millions of dollars. If the veteran de- 
faults on his borrowings the Govern- 
ment must find a way to repay the 
banks. If the bank, following an ordi- 
nary course of business procedure, 
seeks to protect itself by deducting in- 
terest in advance, the veteran loses a 
part of the money which was voted 
to him by Congress. 

“By a 72 per cent majority of votes 
cast the membership of the National 
Chamber opposes the cash and certi- 
ficate methods of bonus payment.” 


War Wage Scale Exaggerated 


The chamber also declares that there 
is no basis for the statement in the 
report of the Senate Finance Commit- 
tee that “the purpose of this bill is to 
give to the soldier who offered his life 
with his service a compensation that 
will more nearly approach that of the 
laborer who remained at home, secure 
from danger, and whose compensation 
increased from 200 to 300 per cent, 
and, measured by the amount of labor 
actually performed, a percentage far 
beyond these figures.” 

“It is unfortunate,” says the cham- 
ber, “that as a basis for a bonus pay- 
ment the Senate Finance Committee 
takes a civilian wage compensation 
that as a whole never existed at all 
during the period of the war, but 
months after the war. The ‘200 to 300 
per cent’ increases found during the 
war are the exceptional instances, such 
as certain government shipyard rates. 

“It is recognized that in ship-building 
yards and in a few very special trades 
calling as a rule for older men, highly 
skilled in precision work, there were 
unusual total monthly wages because 
of working overtime, and because of 
piece work. An extensive examination 
of statistics for the period of the war 
shows no such average gain as the 200 
to 300 per cent referred to in the 
Senate Finance Committee report, nor 
any gain in any way approaching it.” 


Peak Came After Armistice 


Analyzing statistics furnished by the 
Department of Labor covering the 
period of the war the chamber shows 
that the average wage increase rarely 
exceeded 50 per cent. The peak of the 
wage scale was not reached until some 
time after the close of the war at 
which time veterans were free to seek 
high wage positions if qualified to fill 
them. 

“It must be remembered in this con- 
nection,” says the chamber, “that with- 
in three months after the armistice 
over 1,000,000 men had been dis- 
charged. By July, 1919, nearly 3,000,- 
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000 men serving for the emergency and 
who wished to be discharged were re- 
turned to civilian life. Beyond this 
date no bonus is provided in the pend- 
ing bill.” 

In concluding its appeal to business 
men the chamber points to the fact that 
on the basis of referenda heretofore 
taken the members of the chamber, by 
a vote of nearly three to one have 
favored a national system of reclama- 
tion to be initiated through adequate 
federal appropriations and to be car- 
ried out for the purpose of affording 
ex-service men an opportunity to cul- 
tivate the soil. Further, by a vote of 
nearly four to one the National Cham- 
ber is committed to the advocacy of 
national legislation and appropriations 
to enable ex-service men to obtain voca- 
tional education. 

There now seems to be no prospect 
that the tariff bill will be laid aside 
at any stage for the consideration of 
the bonus measure. It is, therefore, 
regarded as highly improbable that a 
vote will be taken on the bonus bill 
before the middle of next October. 


Objects to Word “Government” 


The Federal Trade Commission has 
finally determined to take a_ stand 
against the use of the word “Govern- 
ment” in connection with the sale by 
private parties of material falsely ad- 
vertised as having been purchased 
from the agents of the War, Navy and 
other departments engaged in dispos- 
ing of surplus war material. A great 
deal of this sort of misrepresentation 
has been indulged in, especially by dis- 
tributors of paints, varnishes, etc. In 
a complaint issued against a Phila- 
delphia concern the respondent is 
ordered to discontinue the following 
practices: 

“(1) Use of the word ‘Government’ 
in any manner in connection with the 
sale, distribution, or advertisement of 
varnish, enamel or paint unless such 
material has been obtained from or 
manufactured for and accepted by the 
U. S. Government or some other gov- 
ernment, or made in accordance with a 
formula of this or some other govern- 
ment, in which cases the word ‘Govern- 
ment’ must be joined with words in- 
dicating the true origin of the product. 

“(2) The advertising through cir- 
culars, folders or otherwise of false 
and misleading statements concerning 
the quality and prices of paints, etc., 
offered for sale.” 


Alleges Restraint of Trade 


No symposium of Federal Trade 
Commission opinion would be complete 
without a crack at the jobber. More 
than two-score of salt companies are 
made respondents in an order just 
issued prohibiting them from entering 
into any agreement or understanding 
among themselves “to use any list of 
jobbers, wholesalers or other dealers in 
salt, as a basis for allowance of jobbers’ 
and wholesalers’ prices and terms.” 
The respondents are also ordered not 
“to restrict, through concerted agree- 
ment, the number of purchasers who 
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shall receive recognition as jobbers or 
wholesalers, and not to refuse to sell, 
through agreement, to anyone not 
classified or listed as a jobber or whole- 
saler by any agency, publisher or per- 
son.” . 

This last injunction comes perilously 


Paint Admen and Sales Man- 
agers Meet 
(Continued from page 63) 
“Shades and tints were limited as 
follows: 
Floor paints 
House paints... cc. ceccccces 32 
Flat wall paints 
Enamels 
Porch paints 
Roof and barn paints 
Shingle stains 
Carriage paints 
Oil stains 
Varnish stains 
Spirit stains 
(All of the foregoing exclusive 
of black and white). 
OR GN dei wemeveeescenes 32 
(Including black, but counting the 
several shades of a single color as 
one color). 
Architectural varnish 
ior and exterior) 
Auto and = carriage 
and japans 
Marine varnishes...........0+. 
Miscellaneous 
(Including all not specified above, 
such as japan driers, asphaltum, 
etc.) 


“While it is unquestionably true that 
the needs and demands of the consum- 
ing public in Maine, for example, differ 
from those of the consuming public in 
Georgia or Florida, or from those in 
California or in the Pacific Northwest, 
yet, this seeming difficulty is capable of 
solution and has proven itself capable 
of solution in a standardization or 
simplification programme. No real 
hardships resulted to manufacturers, 
distributors, retailers or consumers as 
a result of the war-time action, -and 
if such action taken in the stress of 
economic necessity proved to_be sound 
and capable of practicable application, 
why is it not logial that the same prac- 
tices or similar practices should be 


(inter- 


varnishes 


successfully carried out during these. 


times of peace and prosperity? Why 
should not the manufacturer, jobber, 
retailer and consumer all benefit by a 
simplification of our practices, as we 
all benefitted during the war, and I do 
not think that any of us will deny that 
the action taken at: that time was con- 
ducive to healthy conditions throughout 
the industry at that time. 

“It has been my purpose to simply 
state to you at this meeting the pur- 
pose for which your committee has been 
formed and the recommendations of 
the committee will be put before you 
for a general referendum vote after we 
have worked them out in collaboration 
with the committee of the retail hard- 
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near invading the principle enunciated 
by the United States Supreme Court in 
the Colgate case to the effect that a 
producer may refuse to sell his goods 
“for any reason or for ~no reason.” 
The commission sidesteps this issue, but 
explains that while the individual 


ware dealers and of the Department of 
Commerce. 

“It is hardly necessary for me to 
assure you gentlemen that no recom- 
mendations will be made, which, in any 
way, may seem to restrict trade or to 
restrain healthy competition, and under 
those conditions, may I not bespeak for 
this work your hearty co-operation and 
assistance ?” 

Save the Surface Demonstration 


for Philadelphia 


A luncheon meeting of the commit- 
tees of the Save the Surface Dealers’ 
Association, the Master Painters, Save 
the Surface Salesmen’s Club, and the 
Philadelphia Paint, Oil and Varnish 
Club was held in Philadelphia on July 
6 to decide on plans for a “Save the 
Surface Demonstration” to be held in 
Philadelphia. Lewis Pelstring presided 
at the meeting, at which were present 
C. Dunning French, Frank Jackson 
and George B. Heckel, representing 
the manufacturers, Frank M. Critten- 
den, F. W. Grube, Charles S. Waples, 
representing the salesmen, Joseph 
Finneran, Walter Leighton, H. K. 
Jones, S. M. Lesser, Abraham Sochet 
and Lewis Pelstring representing the 
dealers, D. A. MacGregor, Thomas, S. 
Butler, president and secretary, repre- 
senting the Master Painters’ Associ- 
ation, and Arthur M. East, business 
manager of the Save the Surface Cam- 
paign. 

The purpose of this demonstration as 
outlined by Mr. Pelstring, is to show 
the people of Philadelphia a history 
of the painting business, through a 
series of floats, together with various 
demonstrations as to the value and 
uses of paint and varnish to the public. 
Each unit of the trade is asked to co- 
operate.. Permission has been secured 
to hold this paint demonstration from 
the city of Philadelphia. No -horse- 
drawn vehicle will be permitted. As a 
final wind-up those participating will 


hold an outing at the Tabor Gun Club. 


Brock Bros. to Enlarge 

Frank E. Brock, Brock Bros., 1372 
Massachusetts Ave. and Dunster St., 
Cambridge, Mass., retail hardware, has 
purchased the business property at 
1410 to 1416 Massachusetts Ave., com- 
prising a four-story brick building and 
10,616 ft. of land, extending through 
to Palmer St. After improvements and 
additions Brock Bros. will occupy the 
premises for their hardware business. 
The firm has been in its present loca- 
tion more than thirty years. The new 
location is directly. acros8’ a square 
from the present. 
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producer has the right to select his 
customers, he may only do so by the 
exercise of his individual judgment and 
may not enter into an agreement or 
conspiracy with other parties to dis- 
criminate against those who would buy 
his goods. 


Duties on Advertising Matter to 
Australia 


For the information of those con- 
cerned there is reprinted from the 
Commerce Reports of the Department 
of Commerce a dispatch from the 
American consul at Adelaide, reading 
as follows: 

“Manufacturers who go to the 
trouble to issue expensive catalogs and 
price lists often suffer a very serious 
disadvantage when such _ packages 
arrive addressed to Australian busi- 
ness men, who find that they are re- 
quired to pay duty and short postage. 
In many cases, if he had previously 
been inclined to purchase in the United 
States the line represented by the cata- 
log, its receipt in this manner. offends 
him to such an extent that he refuses 
to give further consideration to any 
line that that particular manufacturer 
has to offer. It is therefore advisable 
to warn American business houses to 
make certain that the duty is fully pre- 
paid and that packages bear the full 
amount of postage required. It should 
also be borne in mind that short post- 
age which has to be paid at the other 
end is levied at double the regular rate. 

“The customs tariff of Australia pro- 
vides an alternate duty of 10d. per 
pound, or 45 per cent ad valorem 
(whichever returns the higher duty), 
on catalogs, price lists, circulars, pros- 
pectuses, show cards, and photographic, 
lithographic, and other printed adver- 
tising matter. (See sec. 172, p. 135, 
annual Postal Guide for 1921, in which 
section the figure ‘40’ should be changed 
to read ‘45.’) The customs regula- 
tions further provide that demurrage 
at the rate of 2d. for each 24 hours or 
part thereof shall be charged on 
parcels not claimed wjthin 72 hours 
after notice has been given of the 
arrival of the package. Prepayment 
of duty on all kinds of printed adver- 
tising matter may be made by means 
of stamps which are obtainable from 
the official representative of the Com- 
monwealth of Australia, Room 610, No. 
11 Broadway, New York City.” 


Greely with Ken-Wel Co. 


Leon Greely has been added to the 
staff of the Ken-Wel Sporting Goods 
Co., Gloversville, N. Y., as superin- 
tendent of the inflated goods depart- 
ment. Mr. Greely has specialized in 
the manufacture of inflated sporting 
goods for more than fifteen years, a 
good share of this time having been 
spent with the A. J. Reach Co. With 
the accession of the new head of the in- 
flated goods department the Ken-Wel 
people are planning to feature this line. 
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Bluske to Handle Economy Fuse 
Coast Sales 


Charles H. Bluske has been ap- 
pointed Los Angeles district sales man- 
ager of the Economy Fuse & Mfg. Co., 
Chicago, with office at 1304 Maltman 
Avenue. Mr. Bluske was formerly con- 
nected with the Pacific States Electric 
Co., Los Angeles, and succeeds George 
L. Davis. 


Clayton & Lambert Anniversary 


An informal dinner was given by the 
management of the Clayton & Lambert 
Mfg. Co., Detroit, Mich., to their or- 
ganization, including the office and fac- 
tory heads of departments, on the 
evening of July 6. The event was in 
celebration of the firm’s thirty-five 
years of business growth and in honor 
of several employees who had faith- 
fully served the company for twenty 
years or more, to whom tokens of ap- 
preciation were presented by Otto J. 
Groehn, factory manager. 

J. E. Lambert, president of the com- 
pany, in an address reviewed the early 
history of the company, a pioneer in 
making gasoline fire pots, torches and 
braziers. He referred to the growth 
of the industry up to the limitations 
of their present new factory. Mr. 
Lambert, treasurer and general man- 
ager, expressed the appreciation of the 
management to all present for their 
faithful help during the past strenuous 
months, and in an optimistic talk re- 
garding the present and future condi- 
tions requested each and all to con- 
tinue to co-operate and boost, for the 
welfare of all concerned and in behalf 
of prosperity in general. 

C. A. Bower, who has been with the 
organization since 1901, well known to 
the jobbing trade as “the torch and 
fire pot salesman,” was presented with 
a watch in appreciation of the manage- 
ment and a Shrine pin from his many 
friends in the employ of the company. 
A number of ladies were present, and 
the very enjoyable evening was closed 
with music and dancing. 


Westinghouse Electric Changes 


The following changes in personnel 
have been announced by the Westing- 
house Electric & Mfg. Co.: 

L. C. Bullington, who has been assis- 
tant to the manager of the power de- 
partment for several years, has been 
made assistant manager and will have 
charge of the general work of the 
power department. Charles F. Lloyd, 
formerly manager of the sub-station 
section, has been made manager of the 
electric division, and R. E. Carothers, 
formerly manager of the turbine sec- 


tion, has been appointed manager of 
the steam division. The vacancies have 
been filled by the elevation of Bruce 
H. E. Lytle and D. O, Tylee, the former 
becoming manager of the sub-station 
section and the latter manager of the 
turbine section. 

R. B. Mildon has been appointed gen- 
eral manager of the stoker department, 
with headquarters at South Philadel- 
phia. 

G. A. Sacchi, formerly manager of 
the stoker section, power department, 
has been appoint manager of stoker 
sales and will have his headquarters 
at South Philadelphia. 

Edgar Woodrow has been appointed 
manager of the contract division, stoker 
department. 

F. G. Hickling is now manager of 
the railway division, Pittsburgh district 
office. 

€. C. Curry, formerly branch man- 
ager in Minneapolis, has been assigned 
to special work in connection with the 
St. Paul Electric Co. 

Norman Stewart is branch manager 
in Minneapolis. 

S. R. Shave has been appointed man- 
ager of the price section, power and 
railway departments, located at East 
Pittsburgh. 

A. Heckman is now works electrical 
engineer at the East Pittsburgh works 
of the company. 

F. R. Kohnstamm has been appointed 
acting manager, appliance section, mer- 
chandising department and will be lo- 
cated in Mansfield, Ohio. 

J. W. Robinson will succeed C. E. 
Alles as manager, central station divi- 
sion, Chicago office. 

H. A. Lynette has ,been appointed 
syndicate representative, central sta- 
tion division, Chicago office. 


Perkins in Pittsburgh for 
American Chain Co. 


The American Chain Co., Inc., Bridge- 
port, Conn., announces that on July 15 
W. C. Perkins will be transferred to 
the Pittsburgh district sales office as 
district sales manager. At that time 
also the headquarters of the southern 
district office will be moved to Pitts- 
burgh, combining with the Pittsburgh 
organization. 


Death of Charles Phillips 


Charles Phillips, superintendent of 
the Bridgeport Metal Goods Mfg. Co., 
Bridgeport, Conn., died at his home in 
that city on July 4 after a brief illness. 
Mr. Phillips, who was fifty-nine years 
of age, was at one time connected with 
the local plant of the Bridgeport Brass 
Co., resigning to accept the position he 
held at his death. 


Eastman on Wiebusch & Hilger 
Board 


W. E. Eastman, manager of the 
Chicago branch of Wiebusch & Hilger, 
Ltd., has been elected to the board of 
directors of his company to fill the va- 
cancy caused by the death of the late 
W. H. Bliss. 


Sanborn and Strombach on 
Coast 


George A. Sanborn and J. Strombach 
have formed a partnership to act as 
manufacturers’ agents on the Pacific 
Coast. They will specialize in me- 
chanics’ tools. Mr. Sanborn and Mr. 
Strombach were formerly sales repre- 
sentatives for J. Wiss & Sons’ Co. and 
Kraueter & Co., Newark, N.J., covering 
the coast territory from Denver west. 


C. W. Morton Organizes 
Company 


C. W. Morton, treasurer of the 
Saguenay Lumber Co., Portland, Me., 
has organized the Continental Dis- 
tributing Co., with a sales staff cover- 
ing Maine, New Hampshire and Ver- 
mont. This company will be the ex- 
clusive distributors in these states for 
the Robert wrench. 


Death of John M. Goodwin 


Announcement is received of the 
death of John M. Goodwin, general 
manager of the New Process Twist 
Drill Co., Taunton, Mass., which oc- 
curred on Tuesday, July 4. 


Sullivan with Butts & Ordway 


Edward Sullivan, formerly with the 
Capewell Horse Nail Co., Hartford, 
Conn., is now associated with Butts & 
Ordway Co., Boston, and will be in 
charge of the company’s greater Bos- 
ton horseshoe supplies business. 


Walter D. Foss Marries 


Members of the paint and hardware 
industries will be interested in the an- 
nouncement of the recent wedding of 
Walter D. Foss, banker and manufac- 
turer of Cleveland, Ohio, and Mrs. 
Lilian Sayre Tyner of New York. Mr. 
Foss is president of the Wooster Brush 
Co., vice-president of the American 
Fire Clay & Products Co. and the Hotel 
Winton Co. and a director in numerous 
banks. He is past president of the 
National Paint, Oil and Varnish Asso- 
banks. He is a past president of the 
Cleveland Paint Club. His bride is the 
widow of the late Judge Richard H. 
Tyner of New Haven, Conn, 





Think of the time 
these garage sets 


MCKINNEY 
Hinges and Butts 
and Hardware 


Also door hangers and 
track, door bolts and 
latches, shelf-brackets, 
window and screen hard- 
ware, cabinet hardware, 
steel door mats and 
wrought specialties, 
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ELLING a man a complete set of 

McKinney Garage Door Hardware 
is as simple and quick an operation as 
selling him a hammer or a screw driver 
—no matter how elaborate the doors 
of his garage are going to be. 

As soon as he explains to you what 
kind of a door he is going to have for 
his garage, you hand him the box con- 
taining the McKinney Garage Door 
Hardware Set which will enable him to 
hang and operate that kind of a door. 

You don’t have to spend a lot of time 
thinking about what hardware he will 
need, nor trot all over the store as- 
sembling it. You don’t have to figure 
up prices, you don’t have to wrap any- 


will save you 


thing up. You don’t undergo any mental 
agonies worrying about whether you for- 
got something. Everything needed is in 
the McKinney Box—from track to 
screws. And every article is the highest 
grade hardware— McKinney made. 

If your customer isn’t sure just what 
kind of a door he wants, your McKinney 
Garage Door Book will come in mighty 
helpful to both of you. It shows pic- 
tures and working plans of all kinds of 
garage doors, together with the special 
box of McKinney Hardware which goes 
with each door. Write us for this book. 
When it comes, fasten it to your counter 
where it will actually help you sell 
garage sets. 


MCKINNEY 
Complete Garage Door Sets 


McKINNEY MANUFACTURING COMPANY, Pittsburgh 


Western Office, Wrigley Bldg., Chicago 


Export Representation 
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NEW GOODS AND NOVELTIES 


Products Being Placed on the Market by Hardware Manufacturers 








Locks Teeth in Ring Gear of 
Fly Wheel 


The new Remy Transmission Lock 
for Fords, placed on the market by 
the Hercules Manufacturing Company, 
Indianapolis, is said to give Ford users 
the same protection against car thieves 
as enjoyed by owners of high priced 
automobiles. It takes the place of the 
regular transmission cover and pre- 
vents the motor being turned over by 
the electric starter, by hand or its own 
power. Its operation does not interfere 








The Remy Transmission Lock for Fords 
with the mechanism, yet the lock per- 
mits the car to be moved by hand in 
case of a fire or other emergency. 

Fits snugly into the top of the Ford 
transmission case and is installed by 
screwing it on in the place of the origi- 
nal cover. The lock proper is encased 
in a hardened steel sleeve and covered 
by a tight-fitting snap lid. When in- 
stalled, the lock lid comes just above 
the floor board near the brake pedal 
and thus is easily reached from the 
driver’s seat. 

A quarter turn of the key causes the 
teeth of a steel forging to project into 
the ring gear of the fly wheel, which 
prevents the power plant being turned 
over. The locking operation also causes 
a malleable iron arm to extend under 
the edges of the transmission case 
opening, thus making it impossible to 
remove the lock, even with the fasten- 
ing screws taken out. 


Miller Lock Booklet 


The Miller Lock Co., Philadelphia, 
Pa., have published a sales promotion 
book for distribution among the whole- 
sale and retail hardware salesmen. Its 
purpose is to supply the salesman a 
complete sales manual on Miller Locks. 
The title of this booklet is “How We 
Help You Sell More Miller Padlocks.” 
Copies. may be obtained by addressing 
the sales promotion department. 


A “Rehardwaring” Sales Help 


An interesting sales help has just 
been designed and issued by Hibbard, 
Spencer, Bartlett & Co. of Chicago, to 
be used in the “rehardwaring” cam- 
paign. Frank Hibbard has always con- 
tended that it was particularly hard 
for a woman to come into a hardware 
store and tell the clerk just exactly 
what she wanted to fix the cupboard or 
the window. So to make sales easier 
and to help the hardware dealer bring 
home more forcibly to his customers 
the idea of “rehardwaring” he got up 
the display illustrated. 

It is made of heavy cardboard, rein- 
forced by wood (size 40 in. wide and 
30 in. high, easel back and lithographed 
in eight colors. At each side of the 
house are samples of various things 
used around the house and which have 
to be replaced. A red line from each 
sample runs to the place it is used in 
the house and makes sales very easy. 
This idea of showing just where the 
items are used is a great sales help and 
suggests other items that are needed. 
Under each sample is an illustration of 
the part and if the sample is sold the 
illustration serves very well and does 
not spoil the display. 

On the back of each display is a list 
of the items and their selling price. 
The illustrations and samples are all 
numbered to make the buying simpli- 
fied. The displays are made up in three 
different finishes. ' 
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Washes Dishes Without Motor 


A popular priced automatic dish 
washer is being put on the market by 
the H-B Corporation, 701 La Salle St., 
Ottawa, Ill. It is very simple in its 
arrangement being constructed without 
a motor, and made to operate by simply 
connecting up with the tap, then turn- 
ing the water on or off. The only 
power required is that from the water 
pressure. A soap cup is provided, in 
case it is desired to assist the cleansing 
process with soap. The manufacturers 








Automatic H-B Dish Washer 


however, claim that this is not neces- 
sary in ordinary cases. An _ outlet 
drains the water from the washer as 
fast as it goes in, and in this way 
clean water is always used, Soiled 
water it is claimed, does not touch the 
dishes, it being dispelled as soon as 
it has passed over them. 

A double connection for the faucets 
of the sink enables one to regulate to 
correct temperature. 














we Hibbard, Spencer, Bartlett & Co., Sales Help 


Reading matter continued on page 84 
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In the Spotlight 


Although widely imitated, Slide- 
tite Garage Door Hardware contin- 
ues to hold its place in the spotlight 
of public approval. Various exclu- 
sive features, together with the abil- 


ity to stand up under long, hard usage, account for its popularity. Leading dealers everywhere prefer to sell 
Slidetite—not so much because it is nationally advertised and sells readily at a good profit, but because it 


makes a satisfied customer of every buyer. 


Garage Door Hardware 


Slidetite is the only garage door hardware that is 
practicable for use in openings requiring more than 
six sliding-folding doors. Even in openings as wide 
as 30 feet, the doors will never stick or sag. 

Doors hung on Slidetite fold up flat against the 
wall, completely out of the way. They cannot pos- 


sibly blow shut, thereby harming either automobile 
or person. 

Slidetite equipped doors operate on a jointless 
track—a mere push is all that is required to open or 
close them. Yet they fit the opening snugly and 
always remain weathertight. 


If you are not already selling the genuine “‘Slidetite,” it may be obtained from our near- 


est branch. Write today for Catalog A-22. 


Richards Wilcox Mfs, 0 


_ AURORA, ILLINOIS, U.S.A. 


Minneapolis Chicago 
Philadelphia 


Boston 
RICHARDS- WwiLcox CANADIAN CO l# 
Winnipeg LONDON, Montreal 


Cleveland 


Los Angeles 
SanFrancieco 





Indianapolis 
, ONT. 


“Slidetite” is now being adver- 
tised in publications of national 
circulation. By thus spreading 
the fame of “Slidetite’’ we are 
making it easier for you to sell. 
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For Testing Batteries, Buzzers 


and Bells 


A convenient size tester which adds 
ease in the everyday store and garage 
uses is made by Weinberg & Company, 
Chicago, Ill. The Handy Tester, as it 
is known, is a portable instrument, 
especially convenient for shop and 
store. All that is necessary is to place 
the lamp on the points designated. 
Single contact and screw base lamps 
are tested by placing the center of the 
lamp on one point and the side of the 
lamp on the other point. Double con- 
tact lamps are tested by placing both 
points of the lamp directly on the posts. 
Two posts at the right of the instru- 
ment are marked for fuse plugs. En- 
closed or cartridge fuses can be tested 
on the same posts. Two tester posts at 
the left are designated for bells and 
buzzers. In testing batteries and dry 
cells one point of the battery is placed 
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The Handy Tester 


on the proper post at the bottom, using 
the wire on the other battery point. 


E. C. Atkins & Co. Catalog 


E. C. Atkins & Co., Inc., Indianapolis, 
Ind., have published a new catalog No. 
18, covering its saw, saw tools and mill 
specialties. The catalog consists of 264 
pages illustrating and describing each 
product. The Atkins firm is also dis- 
tributing several booklets and circulars 
on restricted lines. Among these are 
booklets on saws for the farm, for the 
mill, for metal cutting, for the filing 
room, cross cut and hand saws, and 
saws for the Manual training school; 
also specific circulars on braces, blades 
and metal band machines. 


Hudson Issues Catalog 


The Hudson Manufacturing Co., 308 
Third Avenue North, Minneapolis, 
Minn., are distributing their catalog 
“F,” which has just come from press. 
It is a general catalog covering farm 
equipment, repairs and supplies. Of 
the entire catalog which consists of 488 
pages, 200 pages are devoted to items 
manufactured by the Hudson Manu- 
facturing Co. 


Attachment Which Tells When 
You Need Gasoline 


The Reminder Reserve Valve lets you 
forget; then supplies gas to take you to 
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the next station. It is made for 
Buicks, Fords, Dodges, and Overland 


Reminder Reserve Valve for Ford and 
Overland Fours 


Fours, by the Reflex Ignition Co., Cleve- 
land, Ohio. Cast and bar brass are 
used in the construction. 

When the tank is filled with gasoline, 
the ring on the heel board should be 
pushed in as far as possible. When 
warned by the motor that the tank is 
low, pull out the ring as far as possible. 
There will be a reserve of five quarts 
to take you to the next station. This is 
the method of operation for the Ford 
valve. It is the same for the Buick and 
Dodge, except that the valve is opened 
and closed by a knob. 

To install in the Ford or Overland, 
drain the gasoline tank, then unscrew 


Reminder Reserve Valve for Buick Cars 


the settling bulb. Screw the Reminder 
Valve into the tank, stopping with the 
lever on the right side. Then screw the 
settling bulb into the valve and con- 
nect with the gasoline line. When 
ready for use both the lever valve and 
the ring should be clear down. To in- 
stall in the Dodge or Buick disconnect 
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the gasoline line from the tank. Then 
unscrew the gasoline connection from 
the tank, lift out the long tube now in 
the tank and replace with the Reminder 
Valve by turning to the right until 
tight. 


Lubricator for Inaccessible 
Bearings 

To make more convenient the lubri- 
cation of those parts of a car which 
are difficult of access, the Newton 
Manufacturing Co., Plainville, Conn., 
offer the trade a device which is said 
to oil the remote parts without undue 
inconvenience. This device is known as 
the Newcup. It may be adapted to any 
motor or bearing by providing the 
necessary fittings, and may replace 
grease cups where thick oil will pro- 
vide better lubrication. 

In using the Newcup, the makers say 
it is only necessary occasionally when 
oiling up to open the cup and fill it 














Newcup with Ell as Furnished for Steering 
Gear 


with oil; it will be distributed without 
further attention, they claim. It is 
furnished with extension pipe for tim- 
ing gears, and with ell for steering 
gear. 


Book on Hoover Cleaner 


For the assistance of its dealer or- 
ganization, The Hoover Suction 
Sweeper Company of North Canton, 
Ohio, has added a six-page folder de- 
scriptive of the company’s latest prod- 
uct, Model 961, an improved heavy- 
duty Hoover electric suction sweeper 
designed for use in clubs, hotels, offices 
and larger homes. 

This folder is smartly finished on 
rich stock in three colors. It contains 
a thorough description of the new 
Hoover model. It is also of a con- 
venient size to be mailed as an en- 
closure with either a letter or a state- 
ment, 


New Noera Catalog 


The Noera Manufacturing Co., 
Waterbury, Conn., are distributing for 
the trade their new catalog, No. 16, 
which describes and illustrates their 
line of oilers in copper, brass, polished 
steel and nickel finish. A sundry cat- 
alog is also being distributed on the 
Noera line of bicycle and automobile 
pumps and grease guns. 


Reading matter continued on page 86 





July 20, 1922 HARDWARE AGE 


A NEW DISPLAY BOARD 


THE ONE YOU HAVE BEEN WANTING 


_A 


Occupies little space — 
actual size, 3 ft. 9 in. high, 
1 ft. wide. 


Include Five Each of the 





8 Most Popular 
Socket Wrenches 


An Ornament 
to Any Store 


3 Fe. 9 In. 


All necessary for general 
garage service, especially on 


Ford Cars. 


A Valuable 
Sales 
Producer 





This silent salesman represents a small outlay by the dealer—an assured 
quick turnover. It occupies little space—actual size 3 ft. 9 in. high, 1 ft. wide. 


This board, properly displayed, will make Walden-W orcester Wrenches 


sell themselves. 


ASK YOUR JOBBER ABOUT THIS BOARD 
(Known as Our No. 40) 


WALDEN-WORCESTER 


INCORPORATED 


Warren | GENERAL OFFICES AND FACTORY Wistren 
Wee RENCHES 


WORCESTER, MASS., U. S. A. 


Sales Offices 


CHICAGO NEW YORK SAN FRANCISCO 
452 MONADNOCK BLDG. 295 BROADWAY 707 MONADNOCK BLDG, 


WINNIPEG TORONTO 
STERLING BANK BLDG. RICHARDSON BLDG. 


There’s a particular Walden-Worcester Socket Wrench 
for each particular part of each particular car. 
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Notes of the Retail Hardware Trade 











CoronA, CAL.—Charles Marsden has 
sold his interest in the Corona Hard- 
ware Co. to Elmo Hough. The con- 
cern’s stock comprises the following: 
Automobile accessories, barn equip- 
ment, bathroom fixtures, belting and 
packing, builders’ hardware, building 
paper, churns, cream separators, crock- 
ery and glassware, cutlery, electrical 
household specialties, electrical sup- 
plies and equipment, farm implements, 
flashlights, fishing tackle, garage hard- 
ware, guns and ammunition, heating 
stoves, heavy hardware, incubators, 
insecticides, kitchen cabinets, kitchen 
housefurnishings, lubricating oils, me- 
chanics’ tools, paints, oils, varnishes 
and glass, poultry supplies, prepared 
roofing, pumps, refrigerators, shelf 
hardware, silverware, sporting goods, 
stoves and ranges, washing macnines 
and wheel toys. 

Lone BEaAcH, CAL.—O. L. Scott has 
sold his hardware business to the Car- 
roll Park Hardware Co., 2148 East 
Fourth Street. A. G. Hartenstein and 
P. F. McEntee are the proprietors. 
Several new lines have been added to 
the regular stock. 

EAGLE Rock, CAL.—The Eagle Rock 
Hardware Co., 116-118 East Colorado 
Boulevard, has remodeled and enlarged 
its store, which will give better facili- 
ties for increasing its stock, and adding 
a complete line of furniture. 

SoutH PASADENA, CAL.—The Live 
Hardware Co., 1017 Mission Street, is 
erecting a new store building at 1511- 
1513 Mission Street. 

Van Nuys, CaL—The Van Nuys 
Hardware Co. has taken over the hard- 
ware business of Robert G. Johnston, 
and practically doubled the stock. 
Catalogs requested on automobile tires, 
barn equipment, builders’ hardware, 
building paper, churns, cream sepa- 
rators, cutlery, dairy supplies, flash- 
lights, garage hardware, guns and am- 
munition, harness, heating stoves, in- 
secticides, lubricating oils, mechanics’ 
tools, paints, oils, varnishes and glass, 
poultry supplies, prepared roofing, 
shelf hardware, silverware, sporting 
goods, stoves and ranges, washing ma- 
chines and wheel toys. 

WILLIAMS, CAL.—Kennedy and Bur- 
rows have commenced business here, 
dealing in barn equipment, belting and 
packing, builders’ hardware, building 
paper, churns, cutlery, electrical house- 
hold specialties, electrical supplies and 
equipment, flashlights, fishing tackle, 
gasoline engines, guns and ammuni- 
tion, hammocks and tents, heating 
stoves, lubricating oils, mechanics’ 
tools, paints, oils, varnishes and glass, 
pumps, refrigerators, shelf hardware, 
sporting goods, stoves, ranges and 
washing machines. 

EpDEN, IDAHO.—The Idaho Hardware 
& Implement Co. stock has been sold. 
The Patterson Hardware Co. is the 
purchaser. 

TETON CiTy, IDAHO.—The Teton 
Hardware Co. has been incorporated 
with a capital stock of $30,000 to deal 
in barn equipment, bathroom fixtures, 
belting and packing, bicycles, builders’ 
hardware, building — paper, 


churns,. 


cream separators, crockery and glass- 
ware, cutlery, dairy supplies, dynamite, 
electrical household specialties, elec- 
trical supplies and equipment, farm 
implements, flashlights, fishing tackle, 
furnaces, garage hardware, guns and 
ammunition, hammocks and tents, har- 
ness, heating stoves, heavy hardware, 
home barbers’ supplies, incubators, in- 
secticides, kitchen cabinets, kitchen 
housefurnishings, linoleum and _ oil 
cloth, lubricating oils, mechanics’ tools, 
paints, oils, varnishes and glass, phono- 
graphs, plumbing department, poultry 
supplies, prepared roofing, pumps, re- 
frigerators, sewing machines, shelf 
hardware, silverware, sporting goods, 
stoves and ranges, toys and games, 
washing machines and wheel toys. 

HvuBBELL, NEB.—P. G. Wiens & Co. 
have engaged in business here. The 
lines handled include automobile acces- 
sories, automobile tires, barn equip- 
ment, belting and packing, cream sepa- 
rators, dairy supplies, electrical house- 
hold specialties, farm implements, 
flashlights, furnaces, garage hardware, 
gasoline, gasoline engines, heavy hard- 
ware, lubricating oils, mechanics’ tools, 
shelf hardware and washing machines. 

TRUMANSBURG, N. Y.—The Biggs Co. 
doing both a wholesale and retail busi- 
ness, recently suffered a fire loss of 
about $2,000. 

IDABEL, OKLA.—The J. E. Rowland 
Hardware & Furniture has started in 
business here, and requests catalogs. 

CHATTANOOGA, TENN.—Battle & 
Woody have opened a store at 15 East 
Seventh Street, and will do both a 
wholesale and retail business. 

MURFREESBORO, TENN.—The Reed- 
Haynes Hardware Co. has established 
itself in business here, dealing in the 
following: Barn equipment, belting 
and packing, builders’ hardware, 
churns, crockery and glassware, cut- 
lery, dairy supplies, dynamite, farm 
implements, flashlights, fishing tackle, 
gasoline engines, guns and ammuni- 
tion, harness, heating stoves, heavy 
hardware, incubators, kitchen house- 
furnishings, lubricating oils, mechanics’ 
tools, poultry supplies, pumps, refriger- 
ators, shelf hardware, silverware, 
sporting goods, stoves and ranges and 
wheel toys. 

DESDEMONA, TEX.—The stock of the 
Dabney Hardware Co. is now owned 
by G. B. Jones. 

TEMPLE, TEX.—Cox & Whisennand 
have commenced business here. Cata- 
logs requested on a general line of 
hardware, sporting goods, electrical 
and plumbing supplies and crockery 
and glass. 

GLENBEULAH, WIS.—William Muel- 
ler is remodeling and enlarging his 
store. 

MILForRD, UTAH.—The Milford Mer- 
cantile Co. requests catalogs on bath- 
room fixtures, bicycles, builders’ hard- 
ware, building paper, churns, cream 
separators, crockery and glassware, 
cutlery, electrical. household specialties, 
flashlights, fishing tackle, gasoline en- 
gines, guns and ammunition, hammocks 
and tents, harness, heating stoves, 


cabinets, kitchen housefurnishings, 
linoleum and oil cloth, mechanics’ tools, 
paints, oils, varnishes and glass, phono- 
graphs, plumbing department, pre- 
pared roofing, pumps, shelf hardware, 
silverware, sporting goods, stoves and 
ranges, washing machines and wheel 
toys. 

ANACORTES, WASH.—The Anacortes 
Hardware Co. new owner of the stock 
of Deyo & Gundlefi, requests catalogs 
on barn equipment, bathroom fixtures, 
belting and packing, builders’ hard- 
ware, building paper, churns, cream 
separators, crockery and glassware, 
cutlery, dairy supplies, electrical house- 
hold specialties, farm implements, flash- 
lights, fishing tackle, furnaces, garage 
hardware, guns and ammunition, ham- 
mocks and tents, heating stoves, heavy 
hardware, incubators, kitchen house- 
furnishings, lubricating oils, mechanics’ 
tools, paints, oils, varnishes and glass, 
plumbing department, poultry supplies, 
prepared roofing, pumps, shelf hard- 
ware, silverware, sporting goods, stoves 
and ranges, tin shop, toys and games, 
washing machines and wheel toys. 

(CHARLESTON, W. VA.—Pierson & 
Fielding have opened a store at 73 
Charleston Street, doing a ret&il and 
some wholesale business. Catalogs re- 
quested on a line of builders’ hardware 
and aluminum ware. 

FRAMETOWN, W. VAa.—J. W. Twy- 
man has bought the stock of Stanley 
Given. Catalogs requested. : 

MOUNDSVILLE, W. VAa.—The A. R. 
Acker Hardware has succeeded to the 
business of the Smith Hardware Co. 

EVANSVILLE, Wis.—The _ Baker- 
Smith Hardware Co. has installed new 
cabinet display fixtures, and requests 
catalogs on automobile tires, barn 
equipment, bathroom fixtures, builders’ 
hardware, building paper, cutlery, 
dairy supplies, dynamite, electrical 
household specialties, flashlights, fish- 
ing tackle, furnaces, garage hardware, 
gasoline, guns and ammunition, heat- 
ing stoves, heavy hardware, insecti- 
cides, kitchen housefurnishings, _lu- 
bricating oils, mechanics’ tools, paints, 
oils, varnishes, plumbing department, 
pumps, refrigerators, shelf hardware, 
sporting goods, stoves and ranges, tin 
shop and washing machines. 

BERLIN, WIs.—The © Cunningham 
Hardware Co., which has purchased the 
stock of E, K. Cunningham, requests 
catalogs on automobile tires, barn 
equipment, bicycles, builders’ hard- 
ware, building paper, cream separators, 
cutlery, dairy supplies, electrical house- 
hold specialties, flashlights, fishing 
tackle, furnaces, garage hardware, 
gasoline, gasoline engines, guns ana 
ammunition, hammocks and tents, heat- 
ing stoves, heavy hardware, insecti- 
cides, kitchen housefurnishings, lino- 
leum and oil cloth, lubricating oils; 
mechanics’ tools, paints, oils, varnishes 
and glass, poultry supplies, prepared 
roofing, pumps, refrigerators, shelf 
hardware, sporting goods, stoves and 


‘ranges, tin shop, washing machines and 


wheel toys. The concern has recently 


remodeled its store and added new 
heavy hardware, insecticides, kitchen --f at BN OW 


nes, 








